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This dissertation was written as part of the MSc in e-Business & Digital Marketing at 
the International Hellenic University and aims to examine the factors that influence the 
online purchase intention on social media. 
The advent of Web 2.0 technologies, as well as the rising number of users that 
access the Internet and own a smartphone, have led to a new technological disruption 
in which social media play a key role. Nowadays, more and more users and firms join 
social media for socializing, entertainment, price comparison, shopping, and various 
other purposes. The buying decision-making process has been mitigated in the digital 
world and new influential factors on the online purchase intention have emerged. For 
this reason, this study investigates the social media behavioral, social media usage, and 
demographic variables that influence the online purchase intention in Greece. The fo-
cus on the Greek context was made due to the limited research on the specific field. 
Hence, this study can enrich the current literature and scale the results of other stud-
ies revealing useful insights. As for its outcomes, it was observed that each of the 
online trust, engagement, positive and negative electronic word-of-mouth behaviors 
variables have a positive relationship to the online purchase intention. Thus, it is of 
great importance for marketers and companies to consider them when they design 
their marketing strategies in social media. Additionally, the interrelationships of these 
behavioral variables, as well as the influence of the different groups of each of the so-
cial media usage and demographics variables on online purchase intention are investi-
gated. Although this study provides useful insights into the social media's influential 
factors on the intention of users to buy online, several limitations need to be consid-
ered. In fact, the small and not sufficiently representative sample used in this study 
and the limited and not up-to-date data that were found in the literature regarding the 
Greek population, increase the need for further research in order for the results to be 
cross-validated. 
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Preface 
As social media increasingly penetrate more aspects of daily life and a greater amount 
of buying decisions are made online, investigating the topic of “Exploring the link 
between social media use, social media behaviors, and levels of intention to make 
online purchases”, to fulfill the graduation requirements of the MSc in e-Business & 
Digital Marketing at the International Hellenic University has been a matter of great 
interest to me. I was engaged in researching and writing this dissertation from July 
2020 to January 2021. During these six months, the continuous support and guidance 
of my supervisor, Dr. Christos Moridis, as well as the endless patience of my family 
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Introduction 
The advent of Web 2.0 technologies and the emergence of mobile usage contribute to 
the rapid foster of social media and their global spread (Kaplan & Haenlein, 2010; Pur-
gat et al., 2017). In the social media era, consumers are becoming more active, and 
communication is shifting from a one-to-one approach to a one-to-many or many-to-
many (W. Kim et al., 2010; Smith et al., 2016). Consumers can now create and share 
content, gather more and of higher quality information to help them make purchasing 
decisions, as well as influence the decisions of others through user-generated content 
and word of mouth (WOM) behaviors (Oumayma, 2019). 
The first social networking site, Classmates.com was found in 1995. Since then 
and during the 2000s, social network sites have played a major role in the rising fame 
of the term “social media” (Oumayma, 2019). In fact, social media are discriminated in 
many types such as blogs, collaborative projects, forums, photo or video sharing sites, 
products/service review sites, and social networks (Oumayma, 2019). People use them 
for socializing, entertainment, sharing and receiving information, comparing prices, 
shopping online, and for many other reasons (Durukan et al., 2012; Jahn & Kunz, 2012; 
Purgat et al., 2017; Vassiliadis et al., 2015). 
Today the integration of social media on e-commerce systems is being noticed. 
This leads to the creation of a new phenomenon known as social-commerce (Kwahk & 
Kim, 2017). Social commerce adds to the e-commerce sites the missing human and so-
cial presence feature by adding a more personal aspect to it and thus, reducing ano-
nymity. So, social commerce initially focuses on social goals, offering a better experi-
ence of the online buying journey and then, on purchases (Al-Adwan & Kokash, 2019). 
In social commerce sites, customers with similar interests, passion, or goals participate 
in communities that are formed in order to get informed, share their experiences, and 
buy products or services (Ng, 2013). Therefore, this integration of social media in e-
commerce sites changes the consumers' relations and communication, influencing 
their purchase intention (Yin et al., 2019). 
In order for marketers and companies to better understand the changing con-
sumers’ purchasing behavior in the social media era and create mutual value for both 
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parties, they need to understand the decision-making process. Understanding their 
customers and building strong relationships with them can eventually lead to in-
creased sales (Shah et al., 2019). It has been observed that social media influence the 
purchase intention across all the five stages. From the pre-consumption stage, de-
creasing the perceived risk, to the post-consumption stage, sharing feedback of the 
buying experiences (Durukan et al., 2012). In this way, social media, during the deci-
sion-making stages, provide information about products or services, help evaluate al-
ternatives, and influence potential customers’ buying decisions (Liang & Qin, 2019; 
Oumayma, 2019; Wang & Yu, 2017). 
Furthermore, insights from both Greek and international research show a con-
stant growth in social media users and frequency of use. Also, the money spent online 
and the range of categories that consumers purchase from are increased year-over-
year. So the importance for a company to be present and active on social media is ob-
vious for its future growth in terms of awareness, market share, and profitability (Digi-
tal 2020, 2020; Hellenic Statistical Authority (ELSTAT), 2020a). 
Additionally, it is implied that purchase intention is used as an indicator of real 
purchasing behavior on social media. In fact, online purchase intention indicates the 
consumers’ intention to proceed to an online purchase having evaluated the entire 
decision-making process for a product or service (Smith et al., 2016). 
Moreover, several factors, such as social media behavior, social media usage, 
and demographics, relate to or influence the online purchase intention. The existing 
literature has widely investigated how the online purchase intention is affected by 
each of the examined influential factors on social media. Also, there are numerous 
studies regarding the influence of these factors on the online purchase intention, on 
samples of different ethnicities and cultural backgrounds, either for a specific prod-
uct/service category, social media brand account, or social media platform. Given the 
fact that the current research on the influential social media factors on the online pur-
chase intention in Greece is limited, this study will focus on the following two research 
questions: 
1. How social media behavioral factors, in particular: engagement, positive e-
WOM, negative e-WOM, and online trust relate to the online purchase inten-
tion in Greece? 
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2. How the distinguished social media usage and demographic characteristics in-
fluence the online purchase intention in Greece? 
Therefore, for the purposes of the current study, an empirical analysis was con-
ducted to examine the relationships of the social media behavioral variables to the 
online purchase intention, as well as the relationships among them in Greece. In the 
literature, it was observed that the four behavioral variables of the first research ques-
tion play a key role in the online purchase intention. Hence, the focus of this study is 
on them. Specifically, they have a vital role in forming an engaging and reliable com-
munity that will enhance users' participation and e-WOM behaviors and eventually 
increase their intention to shop online. Besides, it is of great interest to examine 
whether these relationships behave similarly to the ones found in the literature on the 
international level. 
Additionally, in the examined studies, it was observed that social media usage 
and demographic variables have divergent responses of influence on online purchase 
intention. This occurs due to the differences in the characteristics among the studied 
samples. For instance, differences in the cultural backgrounds, personality traits, and 
level of participants' acquaintance with Web 2.0 technologies in each study, may influ-
ence online purchase intention on different levels. 
Consequently, the purpose of this study is to identify the influential social me-
dia factors on online purchase intention. In more detail, it wishes to provide marketers 
and companies a better understanding of the social media behaviors that occur 
through the whole users’ decision-making process influencing their buying intentions. 
Also, by exploiting the extracted knowledge from the relationships that will be 
emerged, it wishes to form a framework of the required characteristics that a social 
media community should have. This way, users can become active members of social 
media communities, communicate and share experiences through them, and enhance 
their online purchase intention. Furthermore, by analyzing the social media usage pat-
terns and the demographic characteristics of the Greek population, it aims to illumi-
nate this limited research topic in Greece, exploring the level of influence among the 
groups of each of these variables on the intention of users to shop online. According to 
the author’s best knowledge, there are no current insights related to the Greek popu-
lation referring to their online purchase intention. Thus, an additional objective of this 
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study is to provide a snapshot of the current social media usage and demographic in-
fluential factors. Of course, the fact that the extracted results of this study should be 
further examined by other researchers in order to validate them is acknowledged. 
In conclusion, the social media environment, the social media influential fac-
tors, and the online purchase intention are described in the first chapter of this study, 
followed by the problem definition in the second chapter. Then, the methodology, the 
examined hypotheses and used tests, the participants’ sample, and the constructed 
variables of the adjusted questionnaire are reported in the third chapter. In the fourth 
chapter, there is an analysis of the results. The discussion of the results and in particu-
lar the implications, the limitations, and the suggested further research of the study 
are documented in the fifth chapter. Finally, in the next two sections, the conclusions 
are presented and the bibliography is listed. 
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1. Literature review 
In this chapter, the terms social media, Web 2.0 technologies, social networks, and so-
cial commerce, are presented. In addition, the social media behavioral, social media 
usage, and demographic influential factors, as well as the online purchase intention, 
are introduced in detail. Finally, a thorough description of the purchase decision-
making process is presented. 
1.1 Social media and Web 2.0 technologies 
Nowadays, social media is a well-known term around the world. The great majority of 
people worldwide have used a social media platform, such as Facebook or YouTube, at 
least once in their lifetime or know their existence (Oumayma, 2019). The term “social 
media” was defined by Kaplan & Haenlein, (2010) as a “group of Internet-based appli-
cations that build on the ideological and technological foundations of Web 2.0, which 
allows the creation and exchange of user-generated content”. 
Furthermore, the term “Web 2.0” describes the use of the Internet as a plat-
form, in which content is created continuously by the users in a participatory and 
shared manner. In contrast, the previous usage of Internet content was created by in-
dividuals (Oumayma, 2019). In fact, Al-Adwan & Kokash, (2019) mentioned that social 
interactions and social presence among customers are enabled by Web 2.0 technolo-
gies. Their influence can be seen in both the social interactions of users and firms’ out-
comes. In detail, it was stated that Web 2.0 technologies influence the fame and the 
reliability of the firms’ transactions, contribute in tighten their relationships with users 
and ameliorate the effectiveness of launching a new brand or product. From the users’ 
side, the study pointed out that their preferences, judgment, and conceptions are in-
fluenced by the information that is accessible on e-commerce sites and user-generated 
content (UGC). 
Additionally, it was observed that the emergence of smartphones and mobile 
applications contributes to the increased usage and widespread of social media (Pur-
gat et al., 2017). 
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Moreover, as it was depicted in the study of Oumayma, (2019), the historical 
retrospective of social media began in 1995. At that time, a social network site called 
Classmates.com was founded and two years later SixDegrees.com followed. That social 
media networks were the first to allow users to create a profile and to become friends 
with other users. Moving to the 2000’s Myspace was the most popular social media 
with 100 million users. It was the first platform that made it common, on a global level, 
for people to connect with each other through the web in order to socialize. It was the 
stepping-stone for the social media platforms that followed. Then, in 2004, Facebook 
appeared and became rapidly a phenomenon that raised the standards in the world of 
social media platforms. The next significant milestone on social media was the text 
messaging in 2006. This was what inspired the creation of Twitter. At the end of the 
above-mentioned study, the researcher acknowledged that the growing popularity of 
the term “social media” benefited from the creation of social networking sites in the 
2000s. 
1.2 Social networks 
According to social media experts agreement, there are 13 types of social media. These 
are classified into: blogs, business networks, collaborative projects, enterprise social 
networks, forums, micro-blogs, photo-sharing sites, products/services review sites, so-
cial bookmarking sites, social gaming, video-sharing sites, virtual worlds, and social 
networks (Oumayma, 2019). People use social media platforms for socializing, enter-
tainment, and sharing information (Jahn & Kunz, 2012). 
Furthermore, according to W. Kim et al., (2010) and Smith et al., (2016), social 
networks are Internet-based places for cooperation, interaction, exchange of infor-
mation, and sharing of experiences between all the stakeholders of the platforms (i.e. 
shoppers, vendors, current or future customers). Also, the study indicated that social 
media posed themselves as the enabler of relationship marketing, shifting the com-
munication from a one-to-one approach to a one-to-many or many-to-many approach 
simplifying customer participation, support, and timely feedback. 
Additionally, Abuein & Shatnawi, (2019) stated that social networks aggregate 
people from all over the world, who have common interests, views, and hobbies in one 
  -7- 
place. Therefore, millions of people regardless of their language, gender, culture, and 
other impediments, gather, interact, and exchange information in the same place. It 
was also mentioned that consumers are influenced more and more by other users be-
fore they make their purchases on social media. These social networking sites, as the 
study reported, reveal to the customers, through advertisements, why they need a 
product or service and provide them simple and timely methods to receive those 
products and services.  
Moreover, the study of Campbell et al., (2014) denoted that social media mar-
keting is driven by social engagement and not by paid media. This is what differenti-
ates social media marketing from social media advertising. Also, it was said that social 
media marketing is characterized by community communication rather than commer-
cial communication. Hence, the brand marketing endeavors are typically focused on 
achieving consumer-to-consumer engagement, for instance by using WOM communi-
cation. 
Finally, inside social networks, users create communities that embody four 
characteristics. Namely, personal page information, friends to connect, groups to join, 
and a thorough description of the relationships, direct and indirect ones (Kaplan & 
Haenlein, 2010; Liang & Qin, 2019). In addition, it can be said that social networks are 
websites that provide users with the ability to see the profile of other users, to com-
municate with them, and to share through a simple website in which features like chat, 
email, and more have been added (Ghafari, 2017). 
1.3 Social commerce sites 
Today social media are merged with e-commerce systems creating a new phenomenon 
which is called social commerce or s-commerce. In s-commerce users can share their 
feedback about a company, a brand, or a product/service. Thus, they provide infor-
mation expressing their views and experiences and influencing other users (Kwahk & 
Kim, 2017). 
According to Ng, (2013), s-commerce sites are composed of customers with 
similar interests, passion, or goals that form communities and allow them to search, 
view, and buy products. In contrast to the traditional physical stores, this study also 
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reported that s-commerce sites give the ability to consumers to interact with others, 
exchanging views and experiences about products or services. For instance, Facebook 
is a powerful s-commerce site that allows other businesses to set up a Facebook fan 
store. Its strength is based on its social plugins such as like, send, comment, and rec-
ommendation buttons that enhance the interactivity and information dissemination 
among users. More specifically, it was stated that s-commerce integrates the use of 
social media, which supports social interaction, communications, and user-generated 
content  (i.e. like ratings, blogs, and reviews), to assist the online transaction process-
es. Its unique features provide customers with the opportunity to interact, to form 
more informed purchase decisions, and to engage with other users concerning their 
buying experiences in order to optimize their own future purchase experiences. 
Furthermore, in the study of Yin et al., (2019), it was noted that s-commerce 
focuses on user-center and WOM marketing, as well as on users’ participation in the 
buying process, contrary to the traditional product-centered approach. In fact, they 
pointed out that because of the integration of social media, the processes of consum-
ers’ connections and communication will affect their buying decisions. This, as it was 
stated in the study, will mainly be observed in the following points. Firstly, in infor-
mation authenticity, in which users are motivated to share feedback about their buy-
ing experiences and to interact with other community members in order to make the 
delivered information more reliable and original. Secondly, in communication and in-
teractivity between vendors and consumers, as well as among consumers, in order to 
exchange feedback and information. And lastly, in social identity, in which users are 
online for common interests, and their buying decisions are affected by their friends. 
Moreover, in the study of Al-Adwan & Kokash, (2019), the low level of human 
and social presence was introduced as a key differentiator factor between online and 
offline purchases. In fact, e-commerce websites contrary to traditional commerce,  
miss the face-to-face feature that characterizes the latter. It was observed that this 
difference is counted as a major e-commerce constraint, is associated with higher risk 
perception and acts as an obstacle to its evolvement. Thus, e-commerce websites are 
counted as more anonymous and computerized channels. However, according to the 
study, all these have been mitigated by the introduction of Web 2.0 technologies in e-
commerce sites that facilitate the appearance of the concept of social commerce. 
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The advent of social technologies has simplified the initiation and management 
of social interactions between businesses and customers as Al-Adwan & Kokash, 
(2019) stated. They also noticed that these interactions used to be expensive and un-
feasible for the firms some years ago, but due to the social experience, which has been 
introduced to e-commerce, this problem has been answered. While e-commerce fo-
cuses on business outcomes, it was observed that s-commerce initially focuses on so-
cial goals (i.e. the share of information and networking) and then on purchases. Thus, 
as they mentioned, s-commerce offers buyers a better understanding, knowledge, and 
information about their online buying journey. 
Finally, Durukan et al., (2012) reported that in the last years, the usage of social 
media has augmented rapidly, especially by younger and middle-aged people in order 
to socialize. Consequently, it was observed that the quick increase of time spend by 
users on computers, as well as the rise of usage and popularity of social media, affect 
inevitably their consumption-related behaviors in social media platforms. It was also 
remarked that such behaviors can occur at the pre-consumption stage, to diminish 
perceived risk and make simpler the buying process or at the post-consumption stage, 
to share positive or negative feedback with the other users. 
1.4 Use and penetration of social media in the Greek and international environment 
To acquire a better view of the social media environment, its spread, and trends on the 
global and on the Greek spectrum, statistics from both public and well-established, in-
ternational private authorities were used. Hence, reports from the Hellenic Statistical 
Authority (ELSTAT) and the Digital 2020 Global Overview Report, were employed. The 
latest is an annual overview of data and insights on social, e-commerce, Internet, and 
mobile that is published by We Are Social in partnership with Hootsuite, which are two 
leading and well-known companies in the social media field. 
The results from the Digital 2020, (2020) regarding the total global population 
of 7.75 billion people, brought very interesting insights. They indicated that the pene-
tration of Internet users was 59%, meaning 4.54 billion users and the active social me-
dia users were 3.80 billion with 49% penetration. Furthermore, the results showed 
5.19 billion unique users of mobile phone devices, meaning a penetration of 67% of 
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the total global population. Additionally, an augmentation of 2.4%, 7%, and 9.2% was 
observed on unique mobile phone users, Internet users, and active social media users 
respectively from January 2019 to January 2020. 
Concerning the most-used social media platform in the world (based on month-
ly active users, active accounts, advertising audiences, or unique monthly visitors), Fa-
cebook was the leader with approximately 2.5 billion users. Youtube followed with 2 
billion users. Moreover, it was noticed that each of Whatsapp, Facebook’s messenger, 
Weixin/WeChat, and Instagram, gathered over one billion monthly active users on 
their platforms. As for Douyin/TikTok, it seems to rise as the new trend in the social 
media world. 
Regarding the report’s results for the Greek population, in the total population 
of 10.45 million people, 15.83 million mobile phone connections were recorded. That 
might have occurred because many people have over two cellular connections regis-
tered in their name. For instance, they use one connection for personal usage and the 
other for business purposes. However, mobile phone connections were decreased by 
4.7% compared to April 2019. Furthermore, the report showed that the Internet users 
were 8.30 million, with 79% penetration and the active social media users were 6.20 
million, with 59% penetration of the total population. Additionally, an increase of 3.8% 
on Internet users and 5% on social media users was noticed compared to April 2019. 
Moreover, 96% of social media users, access them via mobile phones. In fact, 90.8% of 
the Greek population aged 16 to 74 owned a smartphone device in 2020, compared to 
81% in 2018 (Hellenic Statistical Authority (ELSTAT), 2020a). 
Also, the review of Digital 2020, (2020) indicated that Facebook was the most 
famous platform in Greece as well. Specifically, it was found that 5.20 million people 
can be reached with adverts on Facebook, 3.30 million on Instagram, and 1.60 million 
on LinkedIn. 
Regarding the online transactions in Greece, it was observed that 26% were 
making online purchases and/or were paying bills online in January 2020. In particular, 
23% of women and 28% of men were making online transactions in January 2020. The 
top e-commerce spend category was travel (including accommodation) with 2.84 bil-
lion dollars. Electronic & physical media, toys, DIY & hobbies, and fashion & beauty 
categories followed on the list, with $924, $511 and $379 million spend respectively. 
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The bigger year-over-year growth in total amount spent in e-commerce from 2018 to 
2019 was observed in the food & personal care category with 23%. Also, the furniture 
& appliances category increased by 22%, while fashion & beauty and toys, DIY & hob-
bies categories were both augmented by 16%. 
More specifically, 7.20 million people in Greece purchased consumer goods 
online in 2019. The value of the market for these purchases was $2.30 billion with an 
average annual revenue per online buyer of consumer goods (ARPU) of $319. Moreo-
ver, the total value of the consumer (B2C) e-commerce market was $5.60 billion with 
an annual growth in the value of B2C e-commerce spend of 13%. It is worth mention-
ing that the mobile's share of B2C e-commerce transaction value was 25%. Additional-
ly, 54% of the transactions were completed using a credit card, 29% using cash, 10% 
via bank transfer, 6% through e-wallet, and 1% using other methods. 
All in all, it seems that nowadays the business world understands the im-
portance and power of digital marketing and advertising by raising their budget. In 
fact, the total digital ad spend in 2019 was $418 million, 4.6% more than in 2018. From 
that amount, $158 million was spent on digital search ads (increased by 1.6% com-
pared to 2018), $92 million on digital banner ads (increased by 4.1%), and $75 million 
on social media ads, which had also the bigger year-over-year change in spend (in-
creased by 14%). Finally, $47 million was spent on digital video ads and $45 on digital 
classified ads in 2019. That implied a year-over-year growth in their ad spend by 5% 
and 2.4% respectively. 
Regarding, the statistics from the Hellenic Statistical Authority (ELSTAT), 
(2020b), they were used to retrieve more useful insights on the Greek population and 
to conduct interesting comparisons within the other European countries. 
As for the percentage of the Greek population that makes use of PC aged from 
16 to 74, it was observed an augmentation of 1.8% from 2015 to 2017, raising from 
66.6% to 68.4%. Regarding the percentage of the population of that age group that 
accesses the Internet, a constant increase over the years from 2015 to 2019 was ob-
served. Specifically, from 66.8% in 2015, the percentage of the population that ac-
cessed the Internet in 2019 reached the point of 75.7%. Additionally, the percentage of 
households with Internet access at home was raised by over 10% after 2015. In detail, 
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from 68.1% in 2015, it reached 78.5% in 2019, while 99.4% of those connections were 
broadband. 
Concerning the percentage of the Greek population that used the Internet for 
communication activities in the first quarter of the years from 2015 to 2019, a great 
augmentation of over 9% in social networking and over 12.5% in telephoning (e.g. 
making calls or video calls) over the Internet activities was found. In detail, social net-
working moved from 65.7% in 2015 to 74.9% in 2019, and telephoning over the Inter-
net moved from 44% in 2015 to 66.8% in 2019. The activities concerning sending and 
receiving e-mails had their ups and downs from 2015 to 2019. In fact, they started at 
77.1% in 2015, they fluctuated around 75% in the following three years, and in 2019 
they recovered again, reaching 77.9% and surpassing their previous best score in 2015.  
Regarding the information search and online services activities, an increase was 
found for each of their four variables. Particularly, from 80.4% in 2015, the variable 
finding information about goods and services reached 88.3% in 2019, and the variable 
reading/downloading newspapers and magazines from 85.4% moved to 87.7%. Also, 
the variable finding information or using health-related services climbed from 55.7% to 
65.9% in 2019, and finally, using services related to travel and accommodation variable 
increased from 31.2% to 40.2% in 2017. 
In the same way, the measurements of some more general variables regarding 
digital activities in Greece were also increased. Specifically, playing/downloading 
games and music increased by over 17% reaching the point of 74.7% in 2018, and In-
ternet banking raised almost 20%, reaching the point of 40.3% in 2019. In addition, the 
e-government related activities (i.e obtaining information from public authorities’ 
websites, downloading official forms, and sending filled-in forms) had also a small 
augmentation from 2015 to 2019. 
Furthermore, it was noticed that the percentage of the population, aged from 
16 to 74 that used the Internet to buy or order goods or services via the Internet in the 
period from 2015 to 2019, was escalated. Specifically, this percentage was increased 
from 33.8% in 2015 to 41.5% in 2019, compared to the first quarter of the respective 
years. 
Moreover, compared to the other 19 European Union (EU) countries in the Eu-
ro area, the percentage of Greek households with Internet access at home for the 
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years 2015 to 2019 - albeit it had an annual upward course - was the lowest among the 
EU countries. Also, in comparison with all the 27 Euro countries (both in Euro and non-
Euro area), Greece was ranked only above Bulgaria, which scored 75%. In contrast, the 
Netherlands with 98%, followed by Germany and Luxembourg, both with 95%, and Fin-
land with 94%, were the leaders in the list of the 27 EU countries, in terms of the In-
ternet penetration rate in the households of their citizens. It was also observed that 
the average of the 27 EU countries in 2019 was 90%, while the Greek percentage was 
estimated at 79% (Hellenic Statistical Authority (ELSTAT), 2020b). 
Finally, another publication from ELSTAT, namely the “Survey on the Use of In-
formation and Communication Technologies by Households and Individuals”, was used 
to further understand the online purchasing behaviors and frequency of Greek con-
sumers (Hellenic Statistical Authority (ELSTAT), 2020a). 
According to this report, in the first quarter of 2020, 93.1% of online consumers 
preferred to shop from domestic sellers. This led to an increase of 7.4% compared to 
the percentage of 2019 (86.7%). It was also reported that 65% of consumers, who 
shopped online for private purposes, bought clothes, footwear, and accessories. Addi-
tionally, 30.4% purchased computers, tablets, cell phones, and other technology acces-
sories. 
Furthermore, in the first quarter of 2020, 39.3% of consumers purchased online 
one to two times, 30.6% bought three to five times, and 30.1% more than five.  As for 
the money they spent on online purchases, 49.7% paid from 100 to 500 euro and 
39.8% spent less than 100 euro. 
In a nutshell, a steady and growing familiarity of Greek Internet users with the 
new digital era and especially Web 2.0 technologies and social media is evident. There-
fore, marketers and businesses need to be aware of these figures in order to better 
segment their target groups, tailor their products and adjust their marketing strate-
gies. 
1.5 Online purchase intention 
In the present study, online purchase intention is used as the dependent variable in 
the examined hypotheses. Thus, the online purchase intention variable is used to in-
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vestigate how social media behavioral variables relate to it as well as how the inde-
pendent variables of social media usage and demographics influence it. 
In the study of Hutter et al., (2013) it was said that the main goal of marketers 
is to motivate users to create an intention to buy the marketed product. Also, the pur-
chase intention was described in that study as the intellectual stage in the decision-
making process, in which users have formed a real eagerness to act toward an object 
or brand.  
Furthermore, online purchase intention is defined as the eagerness of consum-
ers to think about making a purchase, or a future buying intention, or a decision to re-
purchase (Al-Adwan & Kokash, 2019; Ling et al., 2010). Thus, consideration of purchas-
ing a brand and expectation to purchase it are variables that can be treated as meas-
urements of buying intention (Ling et al., 2010). 
On the other hand, the study of Zhang et al., (2019) stated that even though in-
tention has been described as a notable predictor of genuine behavior of online pur-
chase, it should be noticed that it does not imply actual buying action. 
Moreover, according to the study of Pavlou, (2003), online purchase intention 
is described as the users’ willingness to participate in an online interactive relationship 
with a seller, which apart from executing transactions, includes exchanging infor-
mation and retaining relationships. In addition, it was indicated that similar to the tra-
ditional purchases, the initial intention of consumers, even if they finally not proceed 
to an actual transaction, is to purchase particulars products or services given that they 
follow their expectations. 
Finally, Smith et al., (2016) stated that purchase intention has been used as a 
factor of real buying behavior on social networking sites. In their study, purchase in-
tention is also described as the assessment of consumers' willingness to make a pur-
chase, following a subjective evaluation of the entire decision-making process for a 
product or service. 
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1.6 Influential factors on purchase intention 
The social media behavioral factors, as well as the social media usage and demograph-
ic variables that were found in the literature to influence the online purchase inten-
tion, are thoroughly presented in this section. 
1.6.1 Social media behaviors 
Numerous previous researchers have studied the social media behaviors, social media 
usage factors, and demographic characteristics that influence the online purchase in-
tention. In fact, the behavioral factors, which were found in the literature and that are 
thoroughly described below are: information seeking & information quality, annoy-
ance, perceived risk, online trust, intimacy & familiarity, loyalty, engagement, interac-
tivity, commitment (involvement), and electronic Word-of-Mouth (e-WOM) behaviors. 
However, the current study focuses only on and examines in detail the relationships 
between each of the engagement/interactivity, online trust, and e-WOM behaviors 
variables to online purchase intention on a sample from the Greek population. The 
choice of these three behavioral variables is made because of the limited research that 
has been conducted about them in the Greek market. An additional reason is their 
great importance in creating the proper framework for a reliable and engaging com-
munity, in which consumers can participate and share their experiences and by extent 
increase their online purchase intention as it will further be analyzed in the following 
sections. 
1.6.1.1 Information seeking & information quality 
According to Al-Adwan & Kokash, (2019), information seeking has to do with the en-
deavors of users to gather information about products/services and online vendors 
from existing sources on social networking sites, such as ratings, reviews, recommen-
dations, etc, in order to support their buying decisions. It was observed that by obtain-
ing this information users attain more knowledge about the product, they grow more 
trust in vendors, their perceived risk is decreased, their decision-making process is fa-
cilitated, and their purchase intention is increased. Thus, technology, by providing var-
ious channels to seek information, helps to reduce search costs and increase the in-
formation and decisions quality. The study also reported that information seeking im-
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proves the familiarity of users with the s-commerce platforms, which in turn positively 
and indirectly influence their buying decisions. 
Furthermore, S. Kim & Park, (2013) stated that information quality refers to the 
most recent, accurate, and complete information provided by a social media platform 
to its users. The study indicated that since online buyers have a limited source of in-
formation about products or services, they depend mainly on information they find on 
the Internet. Thus, they tend to trust those sites or social media platforms that distrib-
ute timely and accurate information. In s-commerce sites, information quality may be 
of greater importance compared to e-commerce sites. This, according to the study, 
happens because on s-commerce sites the information related to products and ser-
vices is distributed from social media users who have already purchased from those 
sites. To do this they utilize features such as feedback, questions and answers boards 
(Q&A), and others. In that way, the study concluded that a company’s s-commerce 
site, which distributes high-quality information, can gain users’ trust and that trust fac-
tor is possible to trigger them to buy from this company and to recommend it to other 
users. 
In addition, information can also influence the decision-making and product 
evaluation process of consumers. In the study of Kwahk & Kim, (2017), it was stated 
that informational social influence occurs when users make decisions to find the best 
choice available for a product or service and/or try to gather more information or evi-
dence about it. In the informational form of social influence, examined in that study 
users are influenced by knowledge and evidence and their purchase intention is af-
fected both online and offline. Also, information gathering was found to increase us-
ers’ confidence in their beliefs and attitudes. In their study, it was also mentioned that 
information on products can be retrieved through reviews and other types of user-
generated content (UGC) on social media. In fact, it was noticed that the high-quality 
reviews, which have been written by previous customers, can have a positive influence 
on the purchase decision of the potential consumers. This influence can also be dis-
seminated through social media. 
Moreover, Ng, (2013), pointed out that UGC is useful in distributing helpful in-
formation about products and services, augments brand influence, and simplifies ad-
vice and assistance sharing among users. More specifically, s-commerce platforms 
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support social interaction, communication, and UGC like ratings, reviews, or blogs to 
help the online procedures of buying, selling, and marketing products and services. 
Another key feature, according to the study, was the fact that it allows users to con-
nect, listen, understand, and engage with others concerning their buying experience in 
order to create a better future purchase experience for their own. It was also found 
that the greater the familiarity between the recipient and the sender is, the greater 
the purchase intention to buy the proposed product or service appears. 
Additionally, since products are becoming more and more complex and tech-
nical, consumers seek access to more information and feedback about them through 
the experiences of other users. Hence, it is worth mentioning that the UGC type of in-
formation is considered as a more trustworthy source compared to the traditional 
ones, such as television advertising and personal selling (Wang & Yu, 2017; Zhang et 
al., 2019). Therefore, as already mentioned, users today are searching for previous re-
views, comments, likes, and shares, to assist them to decide and evaluate if the prod-
uct or service they are looking for is value for money (Oumayma, 2019). 
Finally, Kwahk & Kim, (2017) stated that since consumers perceive the judg-
ments and the behaviors of others as a key source of information while they shop, it is 
possible to make decisions similar to them. It was also reported that they can even ad-
just their initial beliefs and decisions based on the evaluations that other members 
gave through social media. In fact, it was found that they usually seek information 
from relatives or online reviews before they buy and they can also retrieve more in-
formation and knowledge as they are constantly logged in to social networks. 
Consequently, in accordance with the aforementioned studies, information 
seeking & information quality is the first step in the buying process and can positively 
affect the buying intention. For this reason, companies should provide more infor-
mation and knowledge about their products in order to decrease the uncertainty 
among users and the cost of product or service research (Kwahk & Kim, 2017). That 
eventually, will encourage skeptical users to purchase (Ghafari, 2017; Koutsogi-
annopoulou, 2013; Kwahk & Kim, 2017). 
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1.6.1.2 Annoyance 
There is not much research on the relationship between annoyance and purchase in-
tention. However, annoyance has been implicitly reported in some studies as a result 
of low quality or high intensity of information (Hutter et al., 2013). 
Furthermore, according to Hutter et al., (2013), social media marketing is less 
invasive than the traditional methods and so is less annoying, since users have more 
control over their interaction with the content. Besides, it was noted that a possible 
act of posting too much can lead to annoyance. In fact, it was indicated that annoy-
ance may be the result of undesired exposure to advertising or intrusive direct market-
ing. So, it was recommended that firms must be careful in the way they approach con-
sumers to avoid provoking it. It was also noticed that when customers get annoyed by 
too much information, they may oppose to the brand by not buying it or sharing nega-
tive feedback. The results further showed that annoyance with social media content 
leads to negative effects in terms of branding, overall commitment, and engagement 
to the fan page. Annoyance was found to decrease the WOM behaviors and reduce the 
purchase intention as well. 
Additionally, it was observed that the factor of complexity in the digital shop-
ping processes can also cause annoyance, reduce the buying intention, and prevent 
customers from making online purchases (Al-Adwan & Kokash, 2019). 
1.6.1.3 Perceived risk 
According to Zhang et al., (2019), since social media users cannot feel the product, 
contrary to the consumers who buy a product offline, they encounter higher risks. Ιn 
their study, the risk perception referred to the uncertainty experienced by consumers 
at the pre-purchase stage and was stated as a psychological variable that influences 
buying behavior. This uncertainty results from the type and level of expected loss that 
the purchase and use of a product or service provoke. In addition, risk perception was 
found that is negatively correlated to buying intention in this study. In fact, consumers 
tend to focus more on negative and neutral online reviews, and consequently, the 
higher the number of negative reviews is, the greater the perceived risk appears. 
Therefore, it was found that reading and taking into account negative reviews could 
negatively affect the purchasing intent. 
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Furthermore, in the study of Pavlou, (2003), it was stated that in general, there 
are naturally two types of uncertainty factors in online transactions. The former is re-
ported as “behavioral” or “relational” in the literature. It appears because retailers can 
be opportunistic, exploiting the distant and impersonal environment of the Internet, as 
well as the weakness of the government to observe all the transactions. Some behav-
ioral uncertainty examples are: false product statements, leaks of private information, 
misleading advertising, and warranty issues. All this could create economic, personal, 
seller performance, or privacy risks. The second uncertainty type is referred to, among 
others, as “environmental” or “technology-driven” and arises from the unforeseeable 
nature of the Internet. Some environmental uncertainty examples are: steal of credit 
card information, breaches, and hacking of private information. All this could create 
economic and privacy risks. These two types of uncertainty should be encountered to-
gether during the transaction process according to the study. 
Additionally, various dimensions of perceived risk are suggested in the litera-
ture since it is considered a multidimensional variable that cannot be captured by a 
single concept. For instance in the study of Hassan et al., (2006) the following eight 
types of perceived online purchasing risks were defined. Firstly, the perceived financial 
risk type was described, which expresses concerns about any financial loss, hidden 
costs, and difficulties in getting money back. Secondly, the perceived performance risk 
type was observed, which is about the functionality of the communication channel. For 
instance, the difficulty to ensure that a product will be as it is presented in a picture 
that has been posted on a business’s website. Thirdly, the perceived time-loss risk type 
was listed, which refers to the time needed for the product to be delivered, the incon-
venience in returning or exchanging it, problems related to slow Internet connection, 
as well as travel and waiting time lost problems. Then the perceived social risk type 
was documented, which refers to the likelihood that shopping online will influence the 
way others think of the user who intends to make a purchase. Also, the perceived 
physical risk type was reported as the fifth dimension, which involves any physical inju-
ry due to purchasing online. Next, the perceived phycological risk type was presented, 
which speaks for the phycological discomforted tension that may be provoked from 
buying online. The seventh type of the study, named perceived source risk, highlights 
reliability issues concerning the online vendor. Finally, the perceived privacy risk type 
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reflects the worries of losing sensitive and personal information. In conclusion, the 
study confirmed once again that consumers who perceive online purchases as highly 
risky decisions were less probable to proceed to online shopping. 
Other factors that affect perceived risk in s-commerce according to Yin et al., 
(2019) are users’ adaptability to the digital market, their ability to use computers, and 
security risks. Generally, it was noticed that consumers cannot foresee the outcome of 
an online shopping action, thus they will inevitably undertake some risks. Furthermore, 
it was found that trust reduces risk perception and indirectly increases the buying in-
tention. In fact, trust was found to have a greater impact on individual behavior than 
risk perception, in the context of social media. In addition to this statement, it was ob-
served in their study that perceived risk affects buying intention at a lower level com-
pared to trust and intimacy factors, which will be examined in the next sections. 
Moreover, in the study of Pavlou, (2003), it was found that the perceived risk 
influence on trust was not statistically significant. In contrast, trust's effect on per-
ceived risk was found to be statistically significant. 
Overall, in accordance to Chen & Barnes, (2007), Liang & Qin, (2019), and 
Oumayma, (2019) it was noticed that today, in order to reduce perceived risks, con-
sumers are becoming more proactive, seeking a large amount of valid and reliable in-
formation about products or services. Thus, they tend to read users’ feedback, such as 
reviews and comments about new products, before proceeding to an online purchase. 
Consequently, as has already been mentioned, these studies confirmed that the de-
gree of perceived risk can be diminished as online trust increases and in addition, a low 
level of perceived risk can boost the level of online purchase intention too. 
1.6.1.4 Online trust 
Trust in the study of Yin et al., (2019) was described as a collaboration between two 
sides, where the one has reliance on the trustworthiness and faithfulness of the other. 
It was stated that trust originates from previous interactions and experiences and it 
evolves as the relationship grows up. It was also mentioned that trust is an essential 
element in social media that influences the intention to buy and the information ac-
ceptance. 
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Furthermore, according to Ling et al., (2010), online trust was defined as the 
eagerness of customers to accept weakness in electronic transactions, due to their 
positive beliefs regarding the future online behavior of the firm. It was also reported 
that trust can be observed upon an individual, a product or service, a firm, an organiza-
tion, an institution, or a role. In addition, it was denoted that it plays a unique role in 
forming satisfied and expected results and it reassures that the e-retailers will not act 
opportunistically. 
Additionally, in the studies of Chen & Barnes, (2007), Choi et al., (2009), Kwahk 
& Kim, (2017), and Pavlou, (2003), it was observed that when trust is absent, it is often 
cited as a reason for users not to buy online. On the other hand, having trust in a web-
site has been proved to positively influence the buying intent of consumers either by 
directly influencing their online purchase intention or by indirectly influencing their 
willingness to buy through visit intentions. Additionally, it was noticed that it provides 
expectations of successful transactions, while there is a high level of uncertainty and 
perceived risk about most of them, and thus, it can mitigate the consumers’ perceived 
risks. Specifically, it was found in these studies that trust diminishes uncertainty about 
the vendors by providing users access to a level of perceived control over the transac-
tion. 
Therefore, there is a higher probability for users to purchase via social media, 
provided they trust the social network site and they have also built trust in the seller 
based on the feedback from their friends (Abuein & Shatnawi, 2019). Hence, expecta-
tions for satisfactory transactions while reducing uncertainty are being created (Ghafa-
ri, 2017). 
Moreover, it was observed that trust has a positive impact on communication 
and WOM behaviors and it also encourages customers’ engagement and information-
seeking process which can again indirectly prompt buying intention (Al-Adwan & Ko-
kash, 2019; S. Kim & Park, 2013). In addition, various communication tools can help 
users to exchange reliable, in-time, and precise information with vendors increasing 
their trust in them (S. Kim & Park, 2013). 
Finally, according to Ng, (2013), online trust plays a mediating role between so-
cial interactions and buying intention in an s-commerce site, since, as has already been 
mentioned, consumers do not have the opportunity to assess a real product before 
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buying it. In addition, it was noticed that the interaction of users on social media leads 
to trust in the users’ close community such as friends. Thus, trust in the users’ close 
community drives trust in the whole social network community. Consequently, the 
study stated that the more social interactions among social media users appear, the 
greater the trust in the community is. Hence, that leads to the examination of intimacy 
as an influential factor on purchase intention. Additionally, in the study of Yin et al., 
(2019) it was found that emotional support features affect trust and encourage mem-
bers to participate in the actions of the communities. 
Overall, according to the aforementioned explanations, building and retaining 
trust in social media is essential for the decrease of perceived risks and the increase of 
e-WOM behaviors, engagement, and online purchase intention. Thus, for the purposes 
of this study, on Greek social media users, the major role of online trust and its rela-
tionship to online purchase intention, as well as to the other examined behavioral var-
iables, are investigated. In addition, the agreement of this study’s findings regarding 
online trust with the outcomes of those presented in the literature review is assessed 
in the results chapter. 
Specifically, the examined null hypothesis regarding the behavioral variable of 
users’ online trust in social media pages is: 
Ho(1). There is no relationship between online trust and online purchase intention. 
1.6.1.5 Intimacy & Familiarity 
Familiarity with an online platform, according to Al-Adwan & Kokash, (2019) indicates 
the degree to which users comprehend its processes. For instance, the channels that 
the website integrates to enable interaction with others or the use of the websites’ 
search engines. In their study, it was observed that as familiarity with a platform in-
creases, the complexity of decision-making processes and the level of uncertainty de-
crease. Simultaneously, the confidence and understanding of users, when navigating 
the platform and their ability to acquire information that will assess their buying deci-
sions are also increased. All these factors increase the online trust and purchase inten-
tion of users and highlight the need to make the websites’ processes as useful as pos-
sible. For this reason, it was suggested by the researchers of the study that social net-
work sites and s-commerce businesses should educate their customers by providing 
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them with various learning means. Such means could be online chatting or online cus-
tomer support, educational taps, video tutorials, and clear guidelines in order to en-
sure their websites are intuitive and easy to use. 
Intimacy, on the other hand, was described as the sense of closeness and emo-
tional bonding by Ng, (2013). It was stated that it involves strong sympathy and moral 
support from social media friends, as well as the ability to tolerate their mistakes. It 
was also observed that closeness and familiarity aid community members to interact in 
a more secure online environment. Specifically, it was found that social interactions 
foster a feeling of involvement and commitment in the online community, and thus, 
they affect the trust levels of users in it. When commitment and involvement are set-
tled, users are not afraid of other users who may wish to harm them, because in this 
way trust has been established. Therefore, Ng, (2013) study concluded that intimacy 
enhances users’ trust in a community. 
Furthermore, Yin et al., (2019) referred that intimacy among social media users 
could enhance the exchange of information. Having a high level of intimacy in a social 
media community could influence users to make buying decisions about products or 
services suggested by friends and WOM information since it gives them a sense of se-
curity and belonging. In addition, a strong relationship between intimacy and trust, 
among social media members, was found in this study. In fact, these effects of intima-
cy on trust and communication can be seen in different cultural settings. 
All in all, familiarity according to Al-Adwan & Kokash, (2019), refers to the un-
derstanding of the present behaviors or actions of an individual or a platform, while 
trust refers to them in the scope of future projections and beliefs which are based on 
familiarity. A familiarity example, given by the study, is the understanding of the inter-
activity and the usage of a platform based on a previous experience with a similar plat-
form. In terms of trust, a relevant example is the provision of credit card information 
on a platform, believing that the information is safe and will be used properly. Conse-
quently, it was realized that both intimacy and trust cooperate and help reduce an-
noyance and complexity (Al-Adwan & Kokash, 2019).  
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1.6.1.6 Loyalty 
Loyalty was described as the bonding of customers to a brand and could be catego-
rized into two types according to KPD Balakrishnan et al., (2014). The first type is 
named behavioral and can be noticed either by the number of repeated buys or the 
devotion to buy again the same brand. On the other hand, the second type is called 
cognitive and is referred to the situation in which a brand is the first option that cus-
tomers bring to their minds when facing a buying decision. 
Furthermore, Oumayma, (2019) stated that companies are increasingly aware 
of the importance of social media. Νot only in the scope of customer acquisition, but 
also in activating the interest of customers in their products and services. That eventu-
ally leads to building brand trust. In addition, in this study, it was observed that brand 
loyalty is positively influenced by trust and by popular and relevant content. 
Moreover, according to De Vries & Carlson, (2014) loyalty leads to constant 
support for the brand, as well as to positive WOM and recommendations about it. 
Finally, the study of Hutter et al., (2013) reported that as customers actively 
demonstrate their loyalty, they can become brand ambassadors. Hence, it was sug-
gested that this information should be used by companies and marketers for their 
marketing strategies since consumers perceive influencers as a more reliable commu-
nication channel. 
1.6.1.7 Engagement 
Social media brand engagement is a key factor in s-commerce. In the study of Smith et 
al., (2016) it was reported that brand engagement refers to the psychological state 
that users experience when they interact or collaborate with a brand or with other us-
ers to create customer experiences. It was also found that brands, which manage to 
influence customers’ engagement in a multichannel environment, have more poten-
tials to raise customer loyalty levels and create a competitive advantage. 
According to Brodie et al., (2011) and Hollebeek et al., (2014) engagement is a 
special relative of traditional notions, such as involvement, which refers to users’ de-
gree of interest and coherence to a brand. In addition, they stated that engagement 
attempts to determine the interactivity between consumers and firms in a more spe-
cific context, such as social media.  
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Furthermore, in the studies of De Vries & Carlson, (2014), Hutter et al., (2013), 
Jahn & Kunz, (2012), and Koiou, (2019), it was observed that users who turn to be 
more psychologically engaged, become more committed and loyal to the brand, share 
positive WOM, as well as have a more emotional attachment and trust in it. Also, they 
visit more the physical retail store and have greater purchase intention. Hence, for the 
users who have a greater social-interaction value perception, is more likely to have a 
greater level of involvement and engagement in social media. 
Additionally, in the study of Kabadayi & Price, (2014) it was said that gaining 
users’ engagement in this new digital era is essential for firms since consumers are in-
creasingly immune and skeptical toward traditional media. Social media engagement 
gives firms the possibility to gain value for current and future consumers. Nowadays, it 
was stated that companies can get feedback from their customers, allow them to reply 
to other users, improve their service and offerings and manage problems more effi-
ciently. 
Moreover, in the study of Kabadayi & Price, (2014) it was observed that behav-
iors such as commenting and liking on social media have gained so much popularity 
that are now considered as measurement items for social media users’ engagement. 
Although liking and commenting both act in a public space, liking is less-exposing than 
other forms of engagement. That occurs because liking does not denote in a direct way 
users’ feelings, opinions, thoughts, etc. In contrast, commenting is more exposing, 
since it displays users’ information, such as their names and profile pictures, as well as 
presents their opinion regarding a brand or its posts.  
Finally, Kabadayi & Price, (2014) mentioned that although engagement is some-
times used to state the greatest degree of loyalty, it also integrates other behaviors 
rather than only those characterizing loyalty. In addition, it was reported that the en-
gagement of consumers augments their conventional role by setting them as co-
creators, who actively participate in the value-creation activities. This is achieved when 
consumers assess firms to acknowledge their needs, take part in product development 
and distribution, share feedback, and become product spokesmen. Therefore, en-
gagement includes interactivity, and it increases the total brand value perceived by the 
user. Thus, it simplifies the settlement and preservation of trust and commitment, 
which lead users to stay engaged with a firm. 
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1.6.1.8 Interactivity 
Regarding the interactivity influential factor, Liu-Thompkins & Shrum, (2002) gave the 
following multidimensional definition. Interactivity is “The degree to which two or 
more communication parties can act on each other, on the communication medium, 
and on the messages and the degree to which such influences are synchronized.” 
In the study of Ng, (2013) it was reported that a social network site embraces 
many forms of social interactions and networking attributes, for instance, posting mes-
sages, exchanging information, and managing contacts. Apart from those basic interac-
tion characteristics, there are more types of social interaction that combined with the 
basic ones can positively influence purchase intention and can also create and 
strengthen online relationships. Such characteristics, according to the study, are the 
numerical ratings of products, which measures favorability, and the number of online 
reviews, which measures visibility. It was also found that the buying intention is direct-
ly affected by the interactions between social media communities and their members. 
As a result, social media members that have a bigger amount of social interactions in 
the community, have also a stronger feeling of intimacy and familiarity. Thus, the study 
concluded that is more likely for the community to influence the buying intention of its 
members. 
On the other hand, Al-Adwan & Kokash, (2019) observed that the lack of social 
presence that occurs due to the absence of social interaction, and eventually the lack 
of trust, reduces the buying intention. Social presence provides users with social 
knowledge, rich information, and experiences that can help them to make better pur-
chases. In addition, it was noticed in their study that social presence makes the web-
sites more transparent, provides online sellers with more credibility, and makes buyers 
trust the sellers more. 
Furthermore, the study of Kwahk & Kim, (2017) referred that social interaction 
links describe the width of the social network since they are focused on the number of 
relationships users have on their networks. It was stated that having a highly connect-
ed network of interactions, with a great level of closeness and communication fre-
quency among members, can encourage users’ participation and information gather-
ing. Also, in this study, it was recommended that online sellers should encourage con-
sumers to participate through different marketing strategies since the interactivity fac-
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tor is more likely to disseminate useful information and knowledge, as well as to en-
hance consumers’ relationships, trust, and engagement. 
Additionally, in the study of Balakrishnan & Foroudi, (2019) it was denoted that 
engagement is a dynamic action and it depends on the category of content. It was also 
underlined that social media engagement includes various interactivity measurements 
such as likes, comments, shares, reviews, tweets, and others. The most common 
measurements for the majority of social media are liking and commenting. 
Moreover, it was observed that higher levels of interactivity increase the possi-
bility of users to like, comment, or share on social media and that consequently in-
creases the likelihood for users to engage with these actions (Schultz, 2016). In addi-
tion, Hajli, (2014), Wang & Yu, (2017), and Yin et al., (2019) noticed that interactivity 
positively affects the purchase intention, while Al-Adwan & Kokash, (2019), Liang & 
Qin, (2019), and Ng, (2013) observed that interactivity influence the trust in the online 
seller, as well as the personal relationships among the users. 
Finally, in the study of Jahn & Kunz, (2012), it was suggested that companies 
should encourage interactivity among social media users, as well as between users and 
brands, to create value. It was also mentioned that brands should be interactive and 
focus on preserving happiness in the community in order for their fan pages to suc-
ceed. Nowadays firms have to deal with multiple customers at the same time since 
they participate in online communities accessible to everyone. Thus, it was stated that 
businesses have to interact, answering fast to the questions of users, and communi-
cating proactively even when they encounter negative reviews or comments. There-
fore, it was noticed that the effective management of social media is strongly linked to 
the interactive capabilities of a company. If the firm does not create value for the users 
on a regular basis, users will leave the page. Also,  it was underlined that even if the 
statistics, for instance, likes or followers, are still at a great level that does not mean 
that the engagement of users will also be at that level. As a result, the study concluded 
that a firm cannot deliver the value or experience of a brand on its own. Ιt requires 
help from the community and in the same way, the community needs the firm. 
For all the above-mentioned reasons, the essential role of the interactivity rela-
tionships and by extension the engagement relationships to the online purchase inten-
tion, as well as to the other examined behavioral variables, is obvious. In fact, this 
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study examines the relationships of the engagement variable (which integrates inter-
activity) to the online purchase intention of Greek consumers, as well as to the varia-
bles of online trust, positive and negative e-WOM behaviors. Also, in the results chap-
ter, the consistency of the outcomes of this study to the findings of the studies exam-
ined in the literature is investigated.  
Specifically, the examined null hypotheses regarding the behavioral variable of 
users’ engagement in social media pages are: 
Ho(2a). There is no relationship between engagement and online purchase intention. 
Ho(2b). There is no relationship between engagement and positive e-WOM behaviors. 
Ho(2c). There is no relationship between engagement and negative e-WOM behaviors. 
Ho(2d). There is no relationship between engagement and online trust. 
1.6.1.9 Commitment (Involvement) 
According to Hutter et al., (2013), brand page commitment describes the psychological 
bonding of users to the community of a social media platform. They also presented it 
as the active and psychological involvement of community members in a firm’s social 
media activities. In fact, the degree of consumers’ commitment is also known as in-
volvement (De Vries & Carlson, 2014; Smith et al., 2016). In addition, Smith et al., 
(2016) mentioned that involvement is facilitated by the ability of consumers to access 
and to be exposed to information and social media. 
In the study of Koiou, (2019) it was reported that commitment describes the 
psychological willingness to maintain a bondage to a specific brand. This attitude may 
be either affective, due to an emotional connection to the brand, or calculative due to 
the anticipated costs of leaving the existing relationship with a particular brand and 
switching to another one. In contrast to engagement (which refers to the intention of 
the firms to augment the attention and the duration of users’ visits on multiple web 
channels), it was indicated that commitment demands together the physical, cognitive, 
and emotional connection of users to the brand community. 
The studies of Koiou, (2019), Kwahk & Kim, (2017), and Smith et al., (2016) 
showed that commitment encourages a great degree of loyalty to a particular product 
or service and reflects a wish to preserve and enhance a sustainable linkage between 
members. Also, it plays a key role in forming a great degree of brand awareness, famil-
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iarity, and positive WOM communication regarding a particular brand. Additionally, it 
was stated that it focuses on the tightness of the users’ social network relationships, 
describing the depth of them and it also affects trust and visit intention in a direct way. 
In conclusion, the studies confirmed that commitment is an important influential fac-
tor in the decision-making processes of consumers. 
Furthermore, De Vries & Carlson, (2014) observed that high brand commitment 
leads users to higher levels of usage intensity and loyalty and develops positive feel-
ings of brand attachment. Hence, this has an impact on a greater level of participation 
and engagement with the fan page and higher knowledge and understanding of the 
brand values and relationships. Consequently, all these contribute to the accomplish-
ment of the best brand performance results. 
Finally, according to Smith et al., (2016) consumers with high involvement, 
want to further engage and create relationships with the brand. In this way, these con-
sumers have the opportunity to become influencers, which can be of great value to 
companies and marketers. 
1.6.1.10 electronic Word of Mouth behaviors 
According to Goyette et al., (2010), WOM is an informal and independent (from com-
panies and marketing activities) source of information that sometimes is defined as 
post-purchase behaviors. The study reported that WOM can occur through various 
channels and ways. It may be noticed by a face to face communication, phone, e-mail, 
or other types. In addition, a categorization of WOM recommendations on personal 
and impersonal sources was presented in this study. Thus, on the one side, there are 
the personal sources of recommendation such as friends, family, and acquaintances 
and on the other side, there are the impersonal sources of information. Such sources 
might be articles, columnists, consumers, online forums, expert systems, and others. 
All the components of these two sources are recognized as WOM vehicles. In order for 
these sources of communication to be considered as WOM, it was stated that users 
should not realize any commercial scope behind the messages they transmit. 
Furthermore, Tjhin & Aini, (2019) stated that the wide usage of social media 
has currently encouraged a shift from traditional WOM to e-WOM. In their study, e-
WOM was introduced as a means of communication that allows consumers to interact, 
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make buying decisions through computer-mediated discussions, and share information 
and experiences about a consumed product or service between users who are unfamil-
iar with each other. The study also mentioned that such user-generated networks may 
influence consumers at a greater level than other sources since they disseminate relia-
ble information and they are part of the users’ private network, which means that 
there is a greater familiarity. In fact, e-WOM as Hutter et al., (2013) stated, can reach 
timely millions of consumers around the world contrary to the classic WOM. Thus, its 
diffusion has been augmented importantly. Some additional attributes of e-WOM that 
Durukan et al., (2012) mentioned in their study are low cost, high credibility, anonymi-
ty, and high interaction. 
Additionally, as reported by Wang & Yu, (2017), WOM is based on the concept 
of network co-production in social media. In this concept, it was stated that consumers 
are considered as energetic coproducers of value and information, who coproduce 
WOM discussions in their networks, groups, and communities  
Moreover, in the studies of Hutter et al., (2013) and Oumayma, (2019), it was 
observed that consumers trust more other consumers since they perceived them as 
reliable, credible, and trustworthy source of information, independent from the word 
of marketers and with more knowledge about the advantages and the disadvantages 
of a product. It was also found that e-WOM influences users’ decision-making. Thus, 
these studies indicated that in order for the companies to encourage positive e-WOM, 
they have to create excellent experiences for their customers, ensure that these expe-
riences are acknowledged by them, and motivate them to share their experiences with 
other users. It was also stated that this is why online firms today give their products to 
influencers to post them on their accounts. Influencers are considered as a trusted 
voice for their followers, who can be the potential consumers of a firm. Thus, the study 
reported that influencers are excellent at delivering the vision of a brand in an engag-
ing way to their followers as an extension of e-WOM. It was noticed that since they 
know them better, they can spread the message faster and easier to more people.  
Furthermore, Zhang et al., (2019) stated that an online review may be positive, 
neutral, or negative. It also may be written by a former, current, or future consumer, 
regarding a product, a service, or a firm that is shared via the Internet and it is per-
ceived as non-commercial. The study, also presented that current researchers have 
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found that the buying intention is affected and positively correlated to the number of 
online reviews and the balance between positive and negative reviews.  
In detail, positive e-WOM focuses on the advantages and expected quality of 
the product and is shared by pleased customers. On the other hand, negative e-WOM 
is shared by unhappy customers and is focused on the disadvantages and eventual 
problems of a product (Wang & Yu, 2017). In addition, it was observed that users pay 
more attention to negative reviews than positive ones during the evaluation of the 
product and the decision-making process (Wang & Yu, 2017; Zhang et al., 2019). Con-
sequently, if e-WOM is treated properly it can contribute both to ameliorate sales and 
support consumers in their buying decisions (Al-Adwan & Kokash, 2019; Wang & Yu, 
2017). 
Finally, it was found in various studies that informing from positive e-WOM 
sources (i.e. recommendations, users’ experiences, ratings, etc) can have a positive 
influence on purchase intention, (Durukan et al., 2012; Koutsogiannopoulou, 2013; 
KPD Balakrishnan et al., 2014; Tjhin & Aini, 2019; Zhang et al., 2019). Also, positive e-
WOM positively influences trust, satisfaction, perceived value, service, and relation-
ship quality (Goyette et al., 2010; S. Kim & Park, 2013; Purgat et al., 2017). In addition, 
it may have a positive influence on repeated purchases, popularity, promotion, brand 
page commitment, level of involvement, brand image, and brand awareness (Durukan 
et al., 2012; Hutter et al., 2013). 
On the other hand, reading and taking into consideration negative e-WOM, (i.e. 
complaints, bad reviews, bad ratings, etc) may have a negative influence on purchase 
intention and brand value (Durukan et al., 2012; Oumayma, 2019; Wang & Yu, 2017; 
Zhang et al., 2019). 
Consequently, the way positive and negative e-WOM behaviors’ variables are 
related to the online purchase intention and online trust is of great importance, as it 
was stated above. Hence, this study aims to examine these relationships and their 
alignment with those of the international literature in order to help companies and 
marketers design the appropriate marketing strategies. In this way, they will be able to 
further engage users and increase their trust and intention to buy online, harnessing 
the power of e-WOM. 
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Therefore, the examined null hypotheses regarding the two components of the 
behavioral variable of users’ e-WOM behaviors in social media pages are: 
Ho(3a). There is no relationship between positive e-WOM behaviors and online pur-
chase intention. 
Ho(3b). There is no relationship between negative e-WOM behaviors and online pur-
chase intention. 
Ho(3c). There is no relationship between positive e-WOM behaviors and online trust. 
Ho(3d). There is no relationship between negative e-WOM behaviors and online trust. 
1.6.2 Social media usage and demographic variables 
Concerning the influence of the distinguished social media usage and demographics 
variables on online purchase intention, several papers from different populations’ 
samples around the world were studied in order to acquire a broader and more repre-
sentative picture. The results found in the literature about them were controversial. 
One reason for that, according to the studies discussed below, is the constant changes 
in the profiles of digital users, who become more and more tech-savvy and familiar 
with web technologies. Another reason documented is that users on social media plat-
forms worldwide, come from a multicultural background and have different personali-
ty traits. Thus, they present different characteristics in terms of social media usage and 
demographics. 
1.6.2.1 Social media usage 
As for the reasons people use social media, there are many cited in the literature. 
Some of them according to the studies of Durukan et al., (2012), Purgat et al., (2017), 
and Vassiliadis et al., (2015) are: to interact, make friends, communicate with each 
other, entertain themselves, spend leisure time, boost their confidence and social 
identity. In addition, social media are used to search for information about products, 
services, companies, and brands in order to become more familiar with them since, in 
the virtual world, the absence of physical touch makes the need for more information 
mandatory. Also, users participate in online communities to receive suggestions from 
other users and e-WOM, listen to their opinions, compare prices, shop online, express 
their views and share their buying experiences. As for the social media usage factors 
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that influence the online purchase intention, various reasons were found in the litera-
ture as well.  
For instance, the study of Ramkumar et al., (2013), conducted in a sample of 
users of a large firm that operated in the wine industry and owned multiple stores in 
the north-eastern United States, showed that the amount of money users spend on 
social media influence their purchase intention. In fact, the more money users spent 
on online shopping influenced by social media, the greater their engagement to the 
firm was, and consequently, their purchase intention increased. 
Furthermore, in a survey conducted on 416 university students of Economics 
and Administrative Sciences of Kirikkale University, it was found that social media us-
ing frequency, daily using duration, and social media experience are influential factors 
of consumption-related behaviors in social media. That, according to the study of Du-
rukan et al., (2012), for which the survey was conducted, indicated that the more often 
users log on social media per day, the more time they spend on them. Also, it showed 
that the more years they are familiar with them, the greater their information-seeking 
activities, WOM interactivity, and intention to buy are. 
In contrast, the study of Richa, (2012) that conducted on a sample of 580 re-
spondents from India concerning the online purchases they have made in the last six 
months from six different categories, offered contradictory results. Specifically, the 
outcomes of the study showed that the ability to use the Internet does not influence 
online buying. All these were attributed to the fact that all the participants were al-
ready online shoppers and for that reason, they might be comfortable with the Inter-
net. 
Additionally, in the study of Millson, (2016) on undergraduate students in a 
small university in the Western United States, the degree of use of social media has a 
significant impact on online buying intention. More specifically, the degree of LinkedIn, 
Twitter, and company’s website usage significantly affected the intention of users to 
buy online. That impact was found to be positive for companies’ websites, which im-
plied a possible increase in the purchase intention of individuals. In contrast, it was 
found to be negative for the use of LinkedIn and Twitter, indicating a possible decrease 
in purchase intention. Facebook, on the other hand, was observed not to have any sig-
nificant impact on the buying intention of its users. 
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Moreover, in a study conducted on a Greek sample of 179 participants, a posi-
tive relationship between the number of hours that users are connected on the Inter-
net and the purchase intention was observed (Koutsogiannopoulou, 2013). 
Furthermore, the study of Duffett, (2017), which surveyed more than 13,000 
students between the ages of 13 and 18 (Generation Z cohort) in colleges and high 
schools in South Africa, was used. In that study, three attitude stages were employed 
through which consumers moved sequentially. The three stages were namely the cog-
nitive, affective, and behavioral. The first stage consisted of the two following phases: 
“awareness of the brand’s existence” and “knowledge of the brand’s offers”. The sec-
ond stage included the “liking the brand by having a favorable predisposition to it” and 
the “displaying preference toward the brand in relation to others by having a positive 
attitude to it” phases. The last one embraced the “conviction that purchase of the 
brand would be sensible” and the “final purchase of the brand” phases. 
In the results of that survey, it was observed that the more time users spend on 
social media, the greater the cognitive, affective, and behavioral attitudes they have 
toward marketing communications. The author stated that this happened because 
they spend more time seeing and interacting with them and thus it is more likely to 
increase their buying intention. 
Additionally, adolescents with two or more years of social media usage experi-
ence presented the most positive cognitive attitude toward social network advertising 
(SNA). In contrast, those with one or fewer years of experience displayed the greatest 
behavioral attitudes toward SNA. 
Moreover, the log-on frequency during a month had no significant difference in 
the context of the attitudinal responses. On the other hand, the adolescents who ac-
cessed social media via mobile devices exhibited significant differences in the context 
of cognitive and affective attitudinal responses. This was an expected result for the 
study, as it was stated, because mobile has become the most famous marketing com-
munication platform in Africa. Actually, it was reported that the emerge of the mobile 
channel has provided access to the Internet to more people and therefore, the audi-
ence of the marketers has been expanded. 
Finally, according to the author, another variable that had never been used in 
previous research regarding social media marketing communication was the profile 
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update incidence. Thus, it was observed that the users who update their profile more 
regularly present higher sentiments toward marketing communications regarding all 
the three attitude stages. That was again expected from the researcher, since the 
more the users interact on social media, the more likely it is to interact with marketing 
communications on these platforms. 
In conclusion, it was observed that the use of social media variables in the 
study of  Duffett, (2017), showed divergent responses of influence on social media 
marketing communications.  
Overall, the present study aims to contribute to the current literature by 
providing interesting insights into the 2020’s social media usage patterns of Greek us-
ers. Consequently, the influence of the distinguished social media usage variables on 
the online purchase intention is examined in the following chapters.  
Specifically, the null hypothesis that is examined for each of the social media 
usage independent variables on the dependent variable of online purchase intention is 
the following. 
Ho4: There are no statistically significant differences between the mean ranks of the 
groups of the “distinguished” social media usage variable on online purchase intention. 
1.6.2.2 Demographic variables 
Regarding the demographic variables, in the previously mentioned study of Durukan et 
al., (2012), which was conducted on a sample of Kirikkale University’s students, mean-
ingful differences were observed in terms of gender. In fact, males were found to score 
higher in regards to customers’ behaviors that affect the consumption-related behav-
iors on social media. Specifically, differences between genders were observed in the 
variables that influenced other consumers, namely the positive and negative WOM 
behaviors, as well as the online opinion leadership. Also, differences between the gen-
der groups were found in the study’s variable named “using social media as a con-
sumption-related communication tool”, which was referred to the purchase decisions 
made through social media. 
In contrast, in the aforementioned study of Richa, (2012) on a sample from the 
Indian population, the findings showed that gender, age, education, and monthly in-
come have no impact on purchase intention. In fact, the only impact of gender was on 
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the frequency of online shopping. That, according to the author may had happened 
because females are more impulsive buyers compared to males and are more likely to 
be attracted by the online promotions offered. 
Furthermore, the previously mentioned study of Duffett, (2017) conducted in 
the Generation Z group in South Africa found that gender and age do not have a large 
influence on the attitude components, which was thoroughly described in the previous 
section, apart from a single exception for each variable. On the one hand, the gender 
variable was found to influence the “liking” affective variable. Specifically, female 
teenagers showed a higher level of liking in terms of social media marketing communi-
cations compared to males. On the other hand, the age variable was found to influ-
ence the “knowledge of the brand’s offers” cognitive variable as a result of social me-
dia marketing communications. Actually, it was observed that older participants, be-
tween 17 and 18 years old, score higher in that particular variable compared to the 
other age groups. In addition, it was noticed that social media marketing communica-
tions have a positive effect on cognitive, emotional, and behavioral attitude compo-
nents among young consumers, but on a declining scale, which was in congruence with 
the purchase funnel model.  
Moreover, in a project conducted in 2016 amongst 1,493 respondents in China, 
Germany, Spain, Poland, Turkey, and the United States to examine the relationship be-
tween the gender and age of respondents to consumer-related behaviors on social 
media, controversial results were found across the different countries. Some examples 
of those consumer-related behaviors on social media that were examined in the study 
are: information seeking, receiving or giving recommendations, placing buy or sell of-
fers, participating in competitions or contests organized by firms/brands which a spe-
cific person is a fan of, etc. Specifically, for the Spanish and American participants, it 
was found that gender and age do not have any impact on the behaviors of consumers 
on social media. On the other hand, the consumers’ behaviors on social media for the 
Chinese participants, are influenced both by age and gender. Regarding the interview-
ees of the other countries that took part in the survey, the behavior of consumers on 
social media is influenced either by gender or by age (Purgat et al., 2017). 
Therefore, it was observed from the literature that demographic variables 
show significant differences among different countries or even within the same survey 
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sample. As a result, different personality traits and cultural backgrounds may influence 
in a different level the online purchase intention and the social media behavioral vari-
ables in a sample, a country, or even among people with the same demographic char-
acteristics coming from different countries. Thus, this study, by investigating the influ-
ence of demographic variables on the online purchase intention in Greece, aims to de-
liver interesting insights that will enrich the current literature. 
Specifically, the null hypothesis that is examined for each of the demographic 
independent variables on the dependent variable of online purchase intention is the 
following. 
Ho5: There are no statistically significant differences between the mean ranks of the 
groups of the “distinguished” demographic variable on online purchase intention. 
1.7 Stages of the online purchase decision-making process 
To further understand the impact of the behavioral factors on the online purchase de-
cision-making process, a presentation of its stages follows. 
Understanding the online purchasing behavior of consumers is of major im-
portance for companies and researchers. According to Shah et al., (2019), knowing 
how consumers develop, adopt and use decision-making strategies is a key issue for 
them. To achieve this, it was stated that they focus on the learning experiences of con-
sumers regarding the product, as well as their experiences regarding the process of 
choosing, using, and disposing it. The emerge of social media and new information and 
communication technologies (ICT), provides consumers with a lot of information at 
every stage of their purchase journey via many and different media channels. Thus, the 
study highlighted the need for the companies to gain a better understanding of the 
consumers’ changing buying-behaviors, in the new context of the social media envi-
ronment. This need is crucial in order for mutual value to be created, from the use of 
social media, for both the companies and consumers. Therefore, social media except 
being a part of the daily routine, offer various applications in marketing, communica-
tion, customer relations, customer engagement, and positioning strategies. 
Additionally, a positive relationship between social media and customer rela-
tionship, as well as between social media and buying behavior was found in their 
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study. Also, it was noticed that customer relationships play a mediating role, augment-
ing the relationship between social media and buying behavior. In this way, the im-
portance of establishing strong customer relationships to boost sales and profitability 
was demonstrated. Moreover, it has been seen that during the buying decision process 
both external (i.e. culture, demographics, social status, etc.) and internal (i.e. percep-
tion, learning, emotions, etc.) factors are taking place (Shah et al., 2019). 
Actually, the online purchase decision-making process of consumers can be de-
scribed in five stages, which are: need recognition, information search, alternative 
evaluation, purchase decision, and post-purchase behavior (Liang & Qin, 2019; 
Oumayma, 2019; Wang & Yu, 2017). 
According to the studies presented below, social media directly affect the five 
stages of the online purchase decision-making process and specifically the four first 
ones. Also, it was mentioned that a sixth stage is added by some researchers, named 
the purchase stage, just between the purchase decision and post-purchase behavior 
stages. In fact, the purchase stage examines the time interval and the availability of 
products between those two stages. Below, a description of these decision-making 
stages from Liang & Qin, (2019), Oumayma, (2019), and Wang & Yu, (2017) follows in 
summary. 
Initially, in the first stage, which is called need recognition, the shopping deci-
sion process of users starts with the recognition of the need that could be met by a 
product or service. The need could be identified either by internal (i.e hunger or thirst) 
or external (i.e. advertisements) stimuli and it makes consumers aware of their current 
situation compared to the real and the desired. Social media can influence this stage 
by assisting users to identify their needs or to create a new one exposing them to a 
large number of social media advertisements. 
In the second stage, which is named information search, users assess the po-
tential sources that could fulfill their needs. To do this, they seek more information 
about the product or service that may solve their problem. The information could be 
retrieved from various sources such as friends and family (i.e. personal sources), adver-
tisements (i.e. commercial sources), and social media (i.e. public sources). 
Furthermore, in the third, evaluation of alternatives, stage, users actually eval-
uate their alternatives based on criteria they set about the level of satisfaction, brand 
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awareness, and other factors. On social media, users can find many tools which do that 
by comparing products or services' features and characteristics. Hence, they provide 
the best matches for users regarding money and quality conditions, taking also into 
account the strong and the weak points of each product or service. 
Then, the purchase decision stage is the one where users make their final 
choice about which product they will buy, from where, how they will pay, and other 
factors concerning the act of the purchase. In this stage, the buying decision could be 
affected by unexpected conditions like the availability of the product or the attitude of 
others who expressed their experiences through reviews. In fact, it was noticed that a 
bad review that is been read by the customer the minute just before the buying deci-
sion, could lead to its cancelation. 
Finally, in the fifth, post-purchase behavior, stage, users assess the product or 
service based on the level of satisfaction with their purchase decision. In this stage, the 
cognitive dissonance appears and forces consumers to run again the whole purchase 
journey in order to evaluate if they have made the right decision and if the product or 
service they have bought is in agreement with their initial expectations. It was ob-
served that the more expensive a product or a service is, the more users seek support-
ive information about it. That happens for the sake of reducing the discordance and to 
prove that, hopefully, they have made the right choice. Users express their experiences 
dissonance after concluding a purchase via reviews and comments and thus, they in-
fluence the buying decisions of others. 
Consequently, these studies have shown that from the first to the last stage, 
social media provide information and support to the buying decision, help evaluate 
alternatives and allow users to share their experiences while providing valuable re-
views to potential customers. 
In addition, according to the results of Oumayma, (2019) study, social media 
has a low effect on the first stage, meaning that when consumers search on social me-
dia, they already know that they have an unfulfilled need. Furthermore, 72% replied 
that they searched for information about products or services on social media before 
they proceed to their buying decision. Hence, social media influence the information 
search stage, while e-WOM was observed to play a major role in this second stage too. 
In the third stage, 75% of the participants answered that they consider social media as 
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an essential source of information, which assesses the collection of information about 
products or services and the evaluation of the best alternative. Regarding the purchase 
decision stage, the results showed that social media could affect the buying decision, 
but this does not always mean an actual act of purchase. The reasons that might influ-
ence the decision at this stage could be the payment method or the delivery terms. At 
the last, post-purchase behavior, stage, 76% replied that they are not willing to give 
their feedback about their purchase experience. The possible reasons for that could be 
demographic or cultural characteristics. In the end, 85.4% of the participants answered 
that social media have an impact on their buying behavior, confirming the primary re-
search question that information does affect the buying decision on social media. 
Other studies, also confirmed that social media affect the online buying deci-
sion-making process, at different levels, on all five stages (Abuein & Shatnawi, 2019; 
Koutsogiannopoulou, 2013). The greatest level of influence was observed on the in-
formation stage and then on the purchase decision stage. Furthermore, one of the 
most important factors in the purchase decision process was found to be the post-
purchase actions, (i.e. complaints related to the purchased products). Users complain 
either by writing their reviews online, either by complaining verbally to their friends or 
directly to the firm. In contrast, they may not complain at all and just not purchase the 
product anymore. However, the fifth stage of post-purchase behavior was found to be 
the least influenced since many users are not yet motivated to share their feedback. 
Moreover, Oumayma, (2019) noticed that the decision-making process on so-
cial media may also be affected at any stage by factors such as age, lack of necessary 
skills, mistrust, etc. For instance, the elderly may resist using social media for their pur-
chase decisions, due to the force of habit, which pushes them to use more traditional 
ways. Also, it was stated that others may not be tech-savvy enough or lack the neces-
sary equipment to support their decision-making process on social media. And finally, 
several users do not trust the reviews and recommendations of other users, since they 
do not know them and thus, they seek the opinion of their friends and environment. 
So, it was observed that these factors could influence them in the stages of infor-
mation search and alternative evaluation. 
In a nutshell, it was observed that social media affect the behaviors and the 
buying decision-making process of users. So companies need to better understand and 
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focus on them in order to provide a better customer experience, increase loyalty, in-
teractivity, and eventually profitability. 
  -43- 
2. Problem Definition 
The introduction of Web 2.0 technologies, social media, and smartphones in daily life 
creates a big shift in the global market. The accretive number of Internet users and the 
rising number of smartphone owners are giving access to more and more people to 
social media. Through them, users gain more power and become more active by com-
municating with firms and other users. Also, they can openly express their opinion, get 
and share information and buying experiences, as well as influence or get influenced 
by other members regarding buying decisions. On the other hand, social media allow 
companies, to address the global market, interact with their customers, get the pulse 
of their audience, receive timely feedback on their communication actions, and also 
get more insights on their customers forming better buying personas and segmenting 
the market (W. Kim et al., 2010; Smith et al., 2016). Therefore social media may deliver 
various advantages to both users and firms. 
Users are on social media for entertainment, socializing but also for shopping 
among many other reasons. Because of the mitigation of the traditional buying deci-
sion-making process to the digital world, different factors that influence the purchase 
intention in the digital environment have appeared. So, this technological disruption, 
in combination with the major role that social media play within it, brings to the sur-
face the problem of identifying the influential factors on the intention of users to buy 
online. Actually, in this study, this particular problem is examined focusing on the 
Greek population for the reasons that are stated below. 
Specifically, the necessity to address this problem arises from the need of tradi-
tional companies for a smooth transition to the digital era. Hence, a better under-
standing of the needs of consumers is required for companies in order to provide them 
better services, build engaging communities, and increase sales and awareness (Shah 
et al., 2019). Consequently, companies and marketers should gain knowledge of the 
social media behavioral factors that are present in social media communities and 
across the buying decision-making stages. In addition, the relationships of these fac-
tors to the online purchase intention need to be examined along with their valence 
and magnitude in order for their importance and role on the consumers’ buying jour-
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ney to be understood. Thus, the creation of the appropriate environment in which 
members can express all these actions that may be related to the online purchase in-
tention will become possible. Companies that adjust quickly to the new reality can 
flourish and gain a competitive advantage since they will have acted proactively gain-
ing a bigger market share. For the rest, the future seems to be ominous since they 
have to tackle an additional impediment, namely the competitors that may have al-
ready established their presence in the market, as well as strong relationships with 
their customers. 
In detail, companies that are not active on social media can miss the lead of the 
game. It is of high importance for their prosperity to be aware of the online discussion, 
adapt to or exploit what is been said, motivate interactivity and positive e-WOM, and 
form a suitable and reliable framework. Thus, the problem of identifying the factors 
that lead to the online purchase intention on social media is obvious and the need to 
integrate them into the business communication and marketing strategies is urgent. 
Moreover, it is observed that the examination of the social media influential 
factors on the online purchase intention is limited in Greece. Specifically, according to 
the author’s best knowledge, the only related studies that were found in the literature 
were those that examined the impact of influencers on the online purchase intention 
or those examining the way social media influence it on specific sectors or categories 
of products (i.e. clothing, organic food or tourism) rather than on social media in gen-
eral. In addition, the influence of the distinguished social media usage factors and de-
mographics on the online purchase intention of Greeks has not been thoroughly inves-
tigated. Also, these factors present different levels of influence among the samples of 
international studies. Hence, this study aims to tackle this problem by providing more 
information about the different levels of influence among the groups of each of the 
social media usage and demographic variables on the online purchase intention in 
Greece. In this way, the results of this study on the Greek population could be com-
pared to those that were found in the international literature. Consequently, they 
could contribute to their scaling too. 
In a nutshell, there is an obvious need to identify the influential social media 
factors on online purchase intention by simultaneously bridging the literature gap and 
enriching the current literature regarding the Greek context. 
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3. Methodology 
The research model of this dissertation is based on four dimensions, namely the social 
media behavioral factors, social media usage variables, demographics, and the online 
purchase intention variable. For each construct, its relationships or influence on the 
online purchase intention is examined in the results chapter. This study focuses on 
three out of the ten behavioral factors that were found to influence online purchase 
intention in the literature review chapter. Specifically, the relationships of online trust, 
engagement, and e-WOM to online purchase intention are examined thoroughly in 
this study. In addition, the interrelationships among these behavioral variables are also 
examined to understand their associations. The selection of these particular three be-
havioral factors, as it has already been mentioned, is made due to their critical role in 
forming trustful, engaging, and active communities that enhance the buying intention. 
As for the social media usage variables, five distinguished variables are used to meas-
ure the participants' usage behaviors on social media and the way these factors influ-
ence their online purchase intention. Finally, the demographic variables are examined 
to provide useful insights about the possible different levels of influence among their 
groups on online purchase intention. Therefore, the integration of social media into 
daily life, the increasing penetration of users in these platforms, and the limited, cur-
rent related research in the Greek population give greater importance to the examina-
tion of these factors. 
3.1 Data collection 
Hereby, the structure of the questionnaire, as well as the characteristics of the survey 
sample, are presented. 
3.1.1 Questionnaire structure 
For the purposes of this study, an online qualitative questionnaire was formed using 
Google forms and distributed exclusively online from September 2020 to October 
2020. In fact, the questionnaire is an original instrument prepared for this study and is 
composed of six sections. The first one is the welcome section, which informs partici-
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pants about the objectives and the terms of the study. It also requires them to consent 
to the use of their data according to the General Data Protection Regulation law 
(GDPR) and asks them to confirm that they meet the two conditions set by the author 
in order to complete the questionnaire. In particular, these two conditions are: to be 
over 18 years old and to live in Greece or regularly visit Greek social media. In each of 
the following three sections, the interviewees are asked to state their beliefs, as mem-
bers of a social media page (of any social media platform), about the questions items 
of the three examined social media behavioral variables. The same process is followed 
in the fifth section regarding the question items for the online purchase intention vari-
able. In the last section, demographic and social media usage data are collected.  
3.1.2 Survey sample 
The survey sample was reached via social media and e-mails. For instance, Facebook, 
LinkedIn as well as e-mail directories, which were provided by the International Hel-
lenic University (IHU) to contact the e-mails of the students and the alumni, were used. 
Therefore, 175 questionnaire replies were received. After that, three responses were 
excluded from the sample, since they did not meet either one or both of the two 
aforementioned conditions. Specifically, three interviewees, replied that they were 
younger than 18 years old and two of them also answered that they lived out of 
Greece. Consequently, the hypotheses of this study were tested on a sample of 172 
participants. 
Furthermore, regarding the constitution of the survey sample, women out-
weigh men with 62.2% and 36% respectively. In contrast, 1.7% prefer not to answer. 
In addition, 59.3% of the testing sample are between 25 and 34 years old, followed by 
23.8% that are aged between 35 and 44. The percentages for the rest age groups are 
9.3% for the 18-24 group, 7% for the 45-54 group, and 0.6% for the 55-64 group. 
As for the level of education of the participants, the great majority of 48.8% hold a 
master’s degree, since many responses came from those that were reached by the IHU 
e-mail lists. Also, 35.5% own a bachelor’s degree, followed by 11% that have graduated 
high school, 2.3% that have achieved a Ph.D. degree, and 2.3% that prefer not to an-
swer. Finally, regarding the respondents’ income, 26.2% earn between 501 to 800 euro 
as a monthly salary. Additionally, 22.7% gain zero to 500 euro as their monthly income, 
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followed by 21.5% that gain 801 to 1000 euro. Also, 19.2% earn between 1001 to 1500 
euro and 10.5% gain over 1500 euro per month. The descriptives statistics for the de-
mographics results are presented in Table 1. 
Table 1: Frequency tables for the demographic variables 
 
3.2 Reliability analysis and constructed variables 
Concerning the content validity, the questionnaire was composed of some pretested 
constructed variables, which were based on previous research and theories. Thus, the 
question measurements have been already statistically validated and proved. For the 
question items of the social media and online purchase intention variables, a five-point 
Likert scale (measuring from strongly disagree to strongly agree) was used. In order to 
examine the reliability of each of the original constructed variables that were used by 
the current study, their Cronbach’s alpha value was taken into consideration. Next, the 
Cronbach’s alpha values of the adjusted constructed variables created for the purposes 
of this study were measured. After that, the found Cronbach’s alpha values were com-
pared to the initial ones and thus, the validity and reliability of the questionnaire were 
confirmed and cross-checked, as it is presented in the following sections. 
Furthermore, it is stated that Cronbach’s alpha is used to determine whether 
questions that are formed in scale express a total that represents a homogenous struc-
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ture or not. Its value can variate between zero and one. The closer to one the value is, 
the more reliable the questionnaire. A generally accepted rule is that a Cronbach’s al-
pha value from 0.6 to 0.7 declares an acceptable level of reliability, whereas a value of 
0.8 and more indicates a very good level. However, values higher than 0.95 are not 
necessarily good, as they may be a sign of redundancy (Ursachi et al., 2015). 
3.2.1 Reliability analysis of the adapted constructed variables 
Regarding the online trust constructed variable, the question items used in the 
research of Chen & Barnes, (2007) are adapted. For the online trust question items 
that were used in that survey, the Cronbach’s alpha value was 0.956 and the study has 
been cited 1058 times. Therefore the resulting scales are considered acceptable and 
sufficiently reliable. The current study uses this question set with the only difference 
being the transition from the term “web site” to “social media”. The related alternative 
hypothesis that will be tested in this dissertation and for which strong evidence has 
been found in the literature is the following:  
H1. There is a relationship between online trust and online purchase intention. 
Moving to the next examined constructed variable, various references about 
the use of the engagement and interactivity were documented. In fact, in some stud-
ies, the two variables were examined individually as different factors (i.e. interactivity 
measuring individually its impact on purchase intention or the engagement of users). 
In contrast, in other studies, interactivity was incorporated as a series of question 
items of the engagement variable. In the present study, interactivity is examined as an 
integrated measurement of engagement. So, in order to measure both engagement 
and interactivity, a combined series of question items are adopted from the question-
naires of two different surveys. Hence, in order to measure particularly the interactivi-
ty variable, the question items introduced by Kabadayi & Price, (2014) are used. This 
study has 259 citations and its Cronbach’s alpha was 0.79 for liking and 0.77 for com-
menting question items respectively. Thus, the question items were found to be ac-
ceptable and sufficiently reliable. Additionally, according to the limitations of the 
study, it was suggested that “shares” should be included as an interactivity measure-
ment in future research. Therefore, to outreach this limitation, the initial questionnaire 
was adjusted by adding a new question item about “shares”. Also, three-question 
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items, which had notional similarities among them, were eliminated in order for the 
two questionnaires to be combined and to retain the question items of the newly con-
structed variable at a concise number. In this way, the adjusted question items from 
the first study are combined with those that are adapted from the study of Campbell 
et al., (2014), which has been cited 103 times and its Cronbach’s alpha was 0.93. The 
second study, examined the engagement variable in a broader scope, but without 
measuring interactivity. Thus, the combination of these two previously used and eval-
uated questionnaires created a constructed variable for this study that examines a 
wide spectrum of engagement and interactivity factors. 
All in all, strong evidence has been found in the literature for the four alterna-
tive hypotheses that are examined. Specifically, the hypotheses regarding users’ en-
gagement (incorporating interactivity) in social media pages are the following: 
H2a. There is a relationship between engagement and online purchase intention. 
H2b. There is a relationship between engagement and positive e-WOM behaviors. 
H2c. There is a relationship between engagement and negative e-WOM behaviors. 
H2d. There is a relationship between engagement and online trust. 
Moreover, the question items for the e-WOM behaviors were based on Du-
rukan et al., (2012) study, in which e-WOM behaviors are distinguished into positive 
and negative behaviors. This distinction is used in all the hypotheses related to e-WOM 
behaviors in the present research. In addition, this study has been cited 51 times and 
regarding the reliability analysis, its Cronbach’s alpha was 0.97. Therefore, the ques-
tion items were found to be acceptable and sufficiently reliable. 
 Consequently, the alternative hypotheses for the variables of positive and neg-
ative e-WoM behaviors are the following: 
H3a. There is a relationship between positive e-WOM behaviors and online purchase 
intention. 
H3b. There is a relationship between negative e-WOM behaviors and online purchase 
intention. 
H3c. There is a relationship between positive e-WOM behaviors and online trust. 
H3d. There is a relationship between negative e-WOM behaviors and online trust. 
Finally, the constructed variable of online purchase intention was adopted from 
the study of Hajli, (2014), which has been cited 349 times and its Cronbach’s alpha val-
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ue was 0.702. Online purchase intention is used in the hypotheses of this study to ex-
amine its relationships to the behavioral variables, as well as the influence of the dif-
ferent groups of the distinguished demographic and social media usage variables on it. 
In conclusion, all the original constructed variables that were found in the liter-
ature and were used to create the questionnaire of this study are accepted for their 
reliability and validity. 
3.2.2 Reliability analysis of the adjusted constructed variables 
Regarding the reliability of the adjusted constructed variables of this study, Cronbach’s 
alpha values are calculated for each of them. Thus, for the adjusted online trust 
constructed variable, the Cronbach’s alpha value is 0.878, which is almost excellent 
and close to 0.956, which was the value of the original survey from which it was 
adapted. 
As for the engagement constructed variable, the Cronbach’s alpha value of the 
present study for the adjusted question items adapted from Kabadayi, S., & Price, K. 
(2014) is 0.704, which is considered as an acceptable value of internal consistency. Al-
so, it is very close to the original values of 0.79 for liking and 0.77 for commenting 
question items. Regarding the second series of question items used to measure 
engagement, the Cronbach’s alpha value is 0.886. Thus, the reliability value is almost 
excellent and close to 0.93, which was the value of the initial study. In addition, the 
Cronbach’s alpha value for all the ten-question items that were combined from the 
two studies to form the new engagement constructed variable is 0.841. Therefore, the 
newly constructed variable is acceptable and sufficiently reliable. 
Furthermore, the overall e-WOM Cronbach’s alpha value for this study is 0.906, 
which is considered an excellent one and is almost equal to 0.907 which was the value 
of the original study. In fact, the Cronbach’s alpha values for the positive and negative 
components of the e-WOM behaviors variable that are used in the hypotheses of this 
study are 0.811 and 0.916 respectively. 
Finally, the online purchase intention Cronbach’s alpha of this study is 0.783 
which is again an acceptable reliability value, since it is over 0.7 and close to 0.702, 
which was the value of the original reliability test. 
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In conclusion, since the Cronbach's alpha values for each of the adjusted con-
structed variables range between 0.704 and 0.916, which is considered to be a range 
of very good reliability values, they can be used in the above-mentioned hypotheses. 
Consequently, these results show that the questionnaire created for the purposes of 
this study is acceptable and sufficiently reliable (Ursachi et al., 2015). 
All the adjusted question items, the studies from which they were adapted, 
their original Cronbach’s alpha value, as well as the Cronbach’s alpha value of the ad-
justed constructed variables of this study are depicted in Table 2. 
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Table 2: Adjusted question items, source of question items, original Cronbach’s alpha values, and current study Cronbach’s alpha values 
Question items 








As a member of a social media page, I believe that… 
1. This social media page is trustworthy and honest. 
2. This social media page wants to keep promises and obligations. 
3. The information on this social media page is plentiful and of sufficient quality. 
4. The infrastructure of this social media page is dependable. 
5. This social media page offers secure personal privacy. 
6. It is thought that this social media page keeps my best interests in mind. 
7. Compared to other social media pages, this one is secure and reliable. 
8. This social media page would not behave opportunistically (e.g. gaining money illegally). 





As a member of a social media page, I believe that... 
1. Liking content is something that I do often while on social media. 
2. I enjoy commenting on social media. 
3. I regularly share content on social media. 
4. I like to talk about brands/organizations that are advertised on social media. 
5. I am always interested in learning more about brands/organizations that are present on social media. 
6. I would be interested in receiving communications from a brand/organization via its social media. 
7. I am accepting of communications from brands/organizations providing they seek my permission. 
8. I am proud to have others know which brands/organizations I affiliate with via social media. 
9. I like to browse through social media related to brands/organizations. 












items 4 to 10) 









items 4 to 10) 
0.704 
(for question 





items 4 to 10) 
 
0.841 
(for all the 10 
question items) 
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Question items 








After I make online purchases influenced by social media… 
(Positive e-WOM behaviors) 
1. I explain the positive properties of my purchased products to my acquaintances on social media. 
2. I suggest products that I am satisfied with, in social media. 
3. I explain positive product experiences to my friends on social media. 
4. I comment on successful products and brands on social media. 
5. I make positive product ratings on social media. 
(Negative e-WOM behaviors) 
6. I share my complaints about products on social media. 
7. I share bad and defective products in social media generally. 
8. I share unsuccessful advertising on social media. 
9. I share unsuccessful firm activities in social media. 
10. I explain firms and products that I was dissatisfied in social media. 





Online purchase intention 
When I make online purchases influenced by social media… 
1. I am very likely to provide social media with the information it needs to better serve my needs.  
2. I am willing to provide my experiences and suggestions when my friends on social media want my 
advice on buying something. 
3. I am willing to buy the products recommended by my friends on social media. 
4. I will consider the shopping experiences of my friends on social media when I want to shop. 
(Hajli, 2014) 0.907 0.783 
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3.2.3 Social media usage variables question items and hypotheses 
Various question items are used in the literature to measure the distinguished social 
media usage variables. These question items may refer to the social media usage fre-
quency, the years of users’ experience with social media, the number of times that 
they purchased something on social media in a specific time interval, etc. Thus, for the 
needs of this study five distinguished, widely used, and representative question items, 
regarding the social media usage behaviors, were selected from the literature to be 
used in the questionnaire. These question items are depicted in Table 3. 
Table 3: The question items used to measure social media usage 
Social media usage Range 




More than 7 years 
When was the last time you made an online purchase influenced by 
social media? 




More than 7 years 
Never 
How many times did you purchase something online influenced by so-






More than 20 times 
How much have you spent on the online purchases you made influ-
enced by social media, in the last three months? 
0€ 
1€ - 25€ 
26€ - 50€ 
51€ - 100€ 
101€ - 300€ 
301€ - 500€ 
501€ - 1000€ 
More than 1000€ 




More than 7 hours 
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The participants’ responses to the question items that are displayed in Table 3 
were used to examine the influence of the five distinguished social media usage varia-
bles on the online purchase intention. Consequently, the five alternative hypotheses 
that are examined in this study are the following:  
H4a: There are statistically significant differences between the mean ranks of the 
groups of the “number of years of social media usage” variable on online purchase in-
tention. 
H4b: There are statistically significant differences between the mean ranks of the 
groups of the “last time purchased something online influenced by social media” vari-
able on online purchase intention. 
H4c: There are statistically significant differences between the mean ranks of the 
groups of the “number of times purchased something online, in the last year, influ-
enced by social media” variable on online purchase intention. 
H4d: There are statistically significant differences between the mean ranks of the 
groups of the “amount of money spent on online purchases, in the last trimester, in-
fluenced by social media” variable on online purchase intention. 
H4e: There are statistically significant differences between the mean ranks of the 
groups of the “number of hours spent on social media per day” variable on online pur-
chase intention. 
3.2.4 Demographic variables question items and hypotheses 
Regarding the demographics, four variables are measured in the context of this study. 
These are namely the age, gender, education, and participants’ monthly income level. 
These variables are used both to retrieve descriptive statistics about them and to ex-
amine if there are any statistically significant differences between the means of each 
of the variables’ groups on the online purchase intention. The four question items that 
were used for the demographic variables and their range of responses are depicted in 
Table 4.  
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Table 4: The question items used to measure the demographics 
Demographics Range 






What is your gender? Male 
Female 
Prefer not to answer 





Prefer not to answer 
Please indicate the level of your monthly income. 0€ - 500€ 
501€ - 800€ 
801€ - 1000€ 
1001€ - 1500€ 
Over 1500€ 
 
The responses of participants to the question items of the demographic varia-
bles were used to examine their influence on online purchase intention. Consequently, 
the alternative hypotheses formed for each of the demographic variables are the fol-
lowing: 
H4a: There are statistically significant differences between the mean ranks of the 
groups of the age variable on online purchase intention. 
H4b: There are statistically significant differences between the mean ranks of the two 
groups of the gender variable on online purchase intention. 
H4c: There are statistically significant differences between the mean ranks of the 
groups of the education variable on online purchase intention. 
H4d: There are statistically significant differences between the mean ranks of the 
groups of the monthly income variable on online purchase intention. 
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3.2.5 Data analysis 
As for the analysis of the collected data, the statistical program SPSS (Statistical Pack-
age for the Social Sciences) was used. Initially, descriptive statistics were implied to 
describe the basic features of the data and to provide summaries and frequencies 
about the sample. After that, normality tests were conducted to determine whether 
sample data have been drawn from a normally distributed population and to calculate 
the possibility of a random variable underlying the data set to be normally distributed. 
Then, each of the examined variables was assigned to their corresponding type, name-
ly, nominal, ordinal, ratio, or interval. Specifically, the three constructed social media 
behavioral variables, as well as the online purchase intention, have been formed in a 
five-point Likert scale and thus, they are treated as interval. In addition, the social me-
dia usage and demographic variables are treated as ordinal with the only exception 
being the gender variable, which is a nominal one. Thus, after checking the normality 
of the variables and considering their type, the appropriate (parametric or non-
parametric) test was chosen for each of their combinations. In fact, the relationships of 
each of the social media behavioral variables with online purchase intention are tested 
in the next chapter. Furthermore, the existence or not of any statistically significant 
difference between the groups of each of the independent variables, regarding social 
media usage and demographics, on the dependent variable of online purchase inten-
tion are examined as well. Finally, post-hoc tests are held for the groups of these vari-
ables that are differentiated in a statistically significant level from the others. 
3.2.5.1 Normality tests 
Regarding the three constructed social media behavioral variables as well as the online 
purchase intention, normality tests were conducted for each of them in order to pro-
ceed with the appropriate parametric or non-parametric test. The degree of freedom 
(df) for each of the variables was 172. Since this number is greater than 50, the p-value 
(depicted as Sig in SPSS tables) from Kolmogorov-Smirnov tables is taken into consid-
eration for each of them. 
Running the normality test for the online purchase intention, a p-value of 0.000 
is found. Since this value is lower than 0.05, it is indicated that online purchase inten-
tion follows the non-normal distribution. Consequently, since it is non-normally dis-
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tributed, non-parametric tests follow for each experiment with this particular variable. 
Additionally, online trust, positive and negative e-WOM behaviors follow the non-
normal distribution as each of them has a p-value lower than 0.05. In contrast, the en-
gagement variable follows the normal distribution since its p-value is greater than 
0.05. Therefore, non-parametric tests are used to test the relationships among these 
independent variables as well. Finally, to examine the influence of the social media us-
age and demographic variables on online purchase intention, non-parametric tests are 
also held, since the former dependent variable is non-normally distributed. The results 
of the normality tests are depicted in Table 5. 
Table 5: Normality tests for social media behavioral and online purchase intention variables 
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4. Results 
Hereby the results of the descriptive analysis, are displayed. In addition, the relation-
ships and correlations of the social media behavioral variables to the online purchase 
intention as well as the relationships and correlations among the social media behav-
ioral variables are introduced. Furthermore, the results of the examination of the in-
fluence of the different groups of each of the distinguished social media usage and 
demographic variables on the online purchase intention are presented.  
4.1 Descriptive statistics 
To better understand the traits and characteristics of the tested sample some descrip-
tive statistics are presented below. The agree and strongly agree answers to the 
study’s questionnaire are displayed cumulative as “agree” in the results of the fre-
quency tables that follow. Similarly, disagree and strongly disagree responses are doc-
umented as “disagree”. 
Firstly, regarding the constructed variable of online trust, the participants were 
asked to state their beliefs, as members of a social media page in general, in a series of 
nine question items. The reason for that was to examine their behavior on social me-
dia platforms generally and not on a specific social media platform, brand page, or 
product, as already mentioned in the previous sections.  
Hence, 43% state their belief that the social media page in which they are 
members is trustworthy and honest. In contrast, 21.50% express the opposite opinion 
and  35.5% are neutral to this statement. Additionally, 50% believe that the social me-
dia page they participate in wants to keep its promises and obligations. The percent-
ages of the defenders and the neutral responders to this statement are 16.3% and 
33.7% respectively. As for their opinion on the statement “the information on this so-
cial media page is plentiful and of sufficient quality”, 49.4% agree, 16.8% disagree and 
33.7% remain neutral. Furthermore, 54.1% agree that the infrastructure of the social 
media page they participate in is dependable. A percentage of 34.9% keeps a moder-
ate position to this and 11.1% disagrees. Also, 51.1% agree that this social media page 
keeps their best interest in mind, contrary to 22.1% that disagree and 26.7% that nei-
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ther agree nor disagree. In addition, 44.8% believe that compare to other social media 
pages, the one they are members of is secure and reliable. Disagreement to this 
statement is expressed by 18.1% while 37.2% are neutral. Moreover, 48.2% agree that 
they believe that the social media page they are members of would not behave oppor-
tunistically (e.g. gaining money illegally). That comes in contrast to the opinion of 
25.6% of the sample, while 26.2% are neutral. In the last question item for the online 
trust constructed variable 50% agree that the social media page meets their expecta-
tions, 11.1% oppose this statement, and 26.2% remain neutral. 
In a nutshell, it is noticed that users tend to believe that the social media pages 
they participate in have established a trustworthy and reliable environment for its 
members. In fact, they believe that their data are secure and that the social media 
page, about which they responded to the questionnaire, is dependable and will keep 
its promises to its members not acting opportunistically. The frequency tables for all 
the nine question items of the online trust constructed variable are depicted in Table 
6. 
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Table 6: Frequency tables for the nine question items of the online trust variable 
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Furthermore, the results of the participants’ responses regarding their beliefs, 
as members of a social media page, in a series of ten question items about the en-
gagement variable, follow. 
Thus, it is observed that the great majority of 60.5% agree that liking content is 
something that they do often while they are signed in social media. A percentage of 
21.5% disagrees with that statement and 18% are neutral. Regarding commenting on 
social media, not so many seem to enjoy it since 32% of replies agree to that state-
ment contrary to 40.1% that disagree and 27.9% that are neutral. Similarly, the partici-
pants who agree that they regularly share content on social media are 32.6% and thus, 
fewer than the 41.8% of the sample who disagree with this statement and 25.6% who 
remain neutral. Also, the majority of participants disagree at a 47.7% level that they 
like to talk about brands/organizations that are advertised on social media, while 28% 
agree and 24.4% neither agree nor disagree with that view. Furthermore, 50.6% de-
note that are always interested in learning more about brands/organizations that are 
present on social media. The opposite opinion is expressed by 21.5% of the partici-
pants, while 27.9% stay neutral. As for their interest in receiving communications from 
a brand/organization via its social media, the answers of the participants are almost 
equally split into the three choices. Specifically, 36% agree, 33.8% disagree, and 30.2% 
neither agree nor disagree. Moreover, 44.7% agree that they accept communications 
from brands or organizations providing they seek their permission. Disagreement is 
expressed by 29.1%, while 26.2% are neutral to this question item. As for the state-
ment “I am proud to have others know which brands/organizations I affiliate with via 
social media” 44.2% disagree, 24.4% agree, and 31.4% neither agree nor disagree. In 
the ninth question item, 48.3% accept that they like to browse through social media 
related to brands or organizations contrary to 18.6% that disagree and 33.1% that are 
neutral. Finally, regarding their belief that comparing to other people, they closely fol-
low news about brands or organizations, the replies of the sample present slight dif-
ferences. In fact, 34.8% agree, 30.3% disagree and 34.9% neither agree nor disagree.  
In conclusion, it is noticed that the majority of the participants interact regular-
ly by liking content on social media. In contrast, comment and sharing on social media 
are means of interactivity that are rarely used by most of them. Also, it is observed 
that the participants are further engaged in behaviors that do not involve their expo-
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sure to the public (i.e. learning more about a brand that has previously seek their per-
mission to contact them or receiving information from its social media). On the other 
hand, behaviors like talking about brands or organizations that are advertised on social 
media and being proud of letting others know the brands or organizations they affiliate 
with through social media, are less engaging behaviors. The frequency tables regarding 
the results of the ten question items of the engagement constructed variable are dis-
played together in table 7. 
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Table 7: Frequency tables for the ten question items of the engagement variable 
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After that, concerning the constructed variable of e-WOM behaviors on social 
media, eleven question items are used. The first five of these items measure the posi-
tive e-WOM behaviors and the other six, the negative e-WOM behaviors. The frequen-
cies that are retrieved from the descriptive statistics for the participants' answers to 
the question items regarding their e-WOM behaviors, after they have made online 
purchases influenced by social media, follow. 
As for the positive e-WOM behaviors, only 29.1% state that they explain the 
positive properties of their purchased products to their acquaintances on social media. 
In contrast,  47.7% disagree, and 23.3% reply neutrally to this statement. On the other 
hand, 40.1% denote that they suggest products that are satisfied with, in social media. 
This is opposite to the 36.6% of the sample that disagree with that and the 23.3% that 
are neutral. Also, 39% agree that they explain positive product experiences to their 
friends on social media, contrary to 36.7% that disagree and 24.4% that neither agree 
nor disagree. Additionally, regarding the statement “I comment on successful products 
and brands in social media” the great majority of 50.6% disagree followed by 21.5% 
that agree and 27.9% that neither agree nor disagree. Finally, 44.8% responded that 
they make positive product ratings in social media, while 36% disagree with this point 
and 28.5% give a moderate answer to this statement. 
Al in all, it is observed that the participants share more positive e-WOM behav-
iors with their close friends rather than with their acquaintances. In addition, they pre-
fer to describe positive product experiences in a more indirect way (i.e. ratings) and 
not by commenting on social media. These findings are similar to the results from the 
descriptives statistics for the engagement variable since the participants followed a 
more discrete or anonymous approach toward their responses to the question items 
for both variables. The frequency tables for all the five question items about the posi-
tive e-WOM behaviors component of the e-WOM constructed variable are depicted in 
table 8. 
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Table 8: Frequency tables for the question items of the positive e-WOM behaviors variable 
 
 
Moving to the negative e-WOM behavior question items, 34.3% agree that they 
share complaints about products on social media. The opposite opinion is expressed by 
26% while 29.7% are neutral. Furthermore, 46.5% disagree that they share bad and 
defective products in social media generally. The percentages that agree or stay neu-
tral to this statement are 26.7%  for each of the two options. Also, 58.7% state that 
they do not share unsuccessful advertising in social media contrary to 15.1% that 
agree and 23.8% that are neutral. As for the “I share unsuccessful firm activities in so-
cial media” statement, 44.1% disagree, 19.7% agree and 26.2% are neutral. Additional-
ly, 49.4% disagree that they describe in social media the firms and products from 
which they have been dissatisfied. In contrast, 23.2% agree and 27.3% remain neutral 
to this point. Finally, 56.9% state that they do not make negative comments on unsuc-
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cessful products in social media. In contrast, the percentage that agrees is 22.7% while 
20.3% are neutral. 
Consequently, it is observed that consumers, when facing an unsatisfied condi-
tion about a defective product or unsuccessful firm activity, they do not share their 
experience, even though they are dissatisfied. Thus, firms and marketers may not be 
able to discover and list the problem. The frequency tables for all the six question 
items about the negative e-WOM behaviors component of the e-WOM constructed 
variable are depicted in table 9. 
Table 9: Frequency tables for the question items of the negative e-WOM behaviors variable 
 
 
Moreover, concerning the online purchase intention constructed variable, four-
question items are used. The descriptive statistics regarding the participants' answers 
to these question items, when they make online purchases influenced by social media, 
are presented below. 
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Firstly, 44.1% agree that it is very likely to provide social media with the infor-
mation they require to better serve their needs. On the other hand, 25% disagree and 
30.8% are neutral to this point. Furthermore, 65.1% agree that they are willing to pro-
vide their experiences and suggestions when their friends on social media want their 
advice on buying something. Those expressing their disagreement with this statement 
are 13.4% and the rest 21.5% express a neutral opinion. In addition, 48.8% agree that 
they are willing to buy the products recommended by their friends on social media 
while 33.7% are neutral and 17.4% disagree. Finally, 69.8% state that they will consider 
the shopping experiences of their friends on social media when they will want to shop. 
Disagreement to this point is expressed by a percentage of 12.8%, while 17.4% neither 
agree nor disagree with that.  
Therefore, it is obvious that the great majority of participants are willing to 
provide their information and experiences in order to ameliorate the buying journey of 
other consumers, as well as to get information and recommendation from their friends 
regarding their future purchases. The frequency tables for all the four question items 
of the online purchase intention constructed variable are depicted in table 10. 
Table 10: Frequency tables for the question items of the online purchase intention variable 
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Regarding the social media usage variables, five distinguished question items 
are used and the results of their descriptive statistics follow below. 
As far as the years of social media usage are concerned, the great majority of 
76.7% have been using social media for more than 7 years. Also, a 14% percentage has 
been using them for 4 to 7 years and 5.8% for 3 to 4 years. Additionally, 2.9% have 
been using social media for 1 to 2 years and 0.6% for less than a year.  
Regarding the last time participants proceed to a purchase influenced by social 
media 64.5% replied that they bought something less than a year before contrary to 
18.6% that replied that they had never bought something before. Also, 11% purchased 
something 1 to 2 years before and 5.9% bought something 3 to 7 years before.  
As for the number of times the interviewees purchased something during the 
last year, 55.2% answered that they bought 1 to 5 times contrary to 23.3% that have 
never bought something. Additionally, 14.5% purchased 11 to 15 times and 6% more 
than 11 times. 
In regards to the money spent on online shopping influenced by social media in 
the last trimester, 29.7% stated that they spent no money at all. On the other hand, 
19.2% spent 51 to 100 euro and 18% spent 26 to 50 euro. Also, 12.8% spent 1 to 25 
euro and an additional 12.8% spent 101 to 300 euro. Finally, 6.6% spent over 301 euro 
in the last trimester. 
Finally, as for the number of hours they spend daily on social media, 42.4% 
stated that consume 2 to 3 hours and 34.9% up to one hour per day. Also, a 14% per-
centage declared that spends 4 to 5 hours on social media and 8.7% more than 6 hours 
on a daily basis. 
Overall, it is observed that the majority of the sample population has enough 
experience regarding the use of social media and is signed in for over two hours a day. 
In addition, during the last year, over 50% bought 1 to 5 times something online, influ-
enced by social media while they spent between 1 to 100 euro in the last trimester. 
The frequency tables for all the five distinguished social media usage variables are de-
picted in Table 11. 
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Table 11: Frequency tables for the social media usage variables 
 
4.2 Spearman’s correlation coefficient tests 
As it has already been mentioned in the data analysis section, all the social media be-
havioral variables are treated as interval. For this reason and due to the non-normality 
of the distributions, Spearman’s correlation coefficient tests are used to examine the 
strength and direction of the relationships among them as well as to the online pur-
chase intention. 
The found p-value for each of the combinations among the examined variables 
is lower than 0.05 as it is depicted in Table 12. So, the null hypotheses are rejected for 
each of these cases, indicating that there is a relationship between each examined 
combination and the results are statistically significant for all pairs. The only exception 
to the above is the relationship of online trust to negative e-WOM behaviors, for which 
the p-value is 0.860. Thus, for only this particular test, there is no relationship between 
these two variables and the alternative hypothesis H3d is rejected. It is worth noting 
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that in the studies reviewed in the literature, the term “negative e-WOM” is used from 
the approach of users who read them and consider them in order to make an online 
purchase. In contrast, in the present study, the term is used from the approach of us-
ers who proceed to negative e-WOM behaviors, such as talk about unsatisfied buying 
experiences on social media, make bad reviews and complaints, etc. In fact, it is ob-
served that negative e-WOM behaviors can be suddenly triggered by an unhappy 
event, like a malfunction of a product or a bad customer experience. That could lead to 
harmful e-WOM behaviors, such as writing a bad review, even if users still trust the 
vendor or the s-commerce site. Thus, it is noticed that negative e-WOM behaviors can 
be expressed independently without being related to the online trust. 
On the other hand, there is a relationship between online trust and positive e-
WOM behaviors since the p-value is 0.009 and thus the hypothesis H3c is accepted. In 
order to examine the strength and the direction of the relationships the r-values (de-
picted as Sig (2-tailed) in the tables) are measured to find the correlations. All the 
found correlations are significant at the 0.01 level. Hence, it is noticed that the rela-
tionship of online trust to positive e-WOM is positive and has a low strength volume of 
0.199. Therefore, an increase in the social media trust levels could lead to a 0.2 aug-
mentation of the positive e-WOM behaviors. More specifically, when users believe 
that the social media page environment in which they participate or have purchased is 
trustworthy, they feel safer talking about the brand or product and recommending it 
to others. This finding is also confirmed by the studies of Al-Adwan & Kokash, (2019) 
and S. Kim & Park, (2013). 
As for the relationship of engagement to online trust, the r-value is 0.329. As a 
result, an increase in engagement leads to a weak increase in online trust, and thus 
H2d is accepted. This result comes in agreement with the studies of De Vries & Carl-
son, (2014), Hutter et al., (2013), Jahn & Kunz, (2012), and Koiou, (2019) who stated 
that as users become more engaged, they become more committed to the brand and 
interact more with it. This leads to the creation of an emotional attachment and a 
sense of trust in it. 
Also, this increase of engagement that was reported by the aforementioned re-
searchers eventually leads to an augmentation in the purchase intention, as they stat-
ed. This finding is in agreement with the result of the engagement’s variable relation-
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ship to the online purchase intention that is observed in the present study. In fact, the 
r-value of this relationship is 0.510 so there is a moderate positive correlation between 
the two variables, and the hypothesis H2a is accepted. 
Furthermore, as for the relationship of online trust to online purchase inten-
tion, the r-value is 0.308. Thus, the alternative hypothesis H1 is accepted, meaning that 
as online trust grows, a modest increase in volume occurs in online purchase intention. 
That is also confirmed by the studies of Chen & Barnes, (2007), Choi et al., (2009), 
Kwahk & Kim, (2017), and Pavlou, (2003) who observed that the absence of trust is cit-
ed as a reason for users not to buy and contrary its presence have a positive influence 
on their willingness to purchase.  
Additionally, the relationships of engagement to positive and negative e-WOM 
behaviors have an r-value of 0.556 and 0.321 respectively. The positive relations of en-
gagement to e-WOM behaviors have been also displayed in the studies of De Vries & 
Carlson, (2014), Hutter et al., (2013), Jahn & Kunz, (2012), and Koiou, (2019). It has 
been observed that as users further engage with the page, they write more comments, 
share reviews or feedback, and proceed further to e-WOM related behaviors. Conse-
quently, the alternative hypotheses H2b and H2c are accepted. 
Moreover, regarding the relationships of positive and negative e-WOM to 
online purchase intention, the r-values were found to be 0.559 and 0.374 respectively. 
In the studies of Al-Adwan & Kokash, (2019), Kwahk & Kim, (2017), and Ng, (2013) it 
was noted that disseminating knowledge and information through social media, inter-
acting, and being social present (leaving comments, ratings, reviews, and sharing expe-
riences) can enhance the online purchase intention. Therefore, the alternative hypoth-
eses H3a and H3b are accepted and the findings of this study are in accordance with 
those of the literature.  
Finally, it is worth mentioning that when these e-WOM behaviors are taken in-
to consideration by other users (i.e reading the reviews or the ratings of a product), 
they can influence their buying intention. In fact, it has been noticed that information 
about the brand, the product or service, which is shared through e-WOM, is consid-
ered a more reliable source of information compared to the firms' communication ac-
tions and advertisement. Specifically, in the studies of Durukan et al., (2012), Koutsogi-
annopoulou, (2013), KPD Balakrishnan et al., (2014), Tjhin & Aini, (2019), and Zhang et 
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al., (2019) it was observed that when positive e-WOM behaviors are taking into con-
sideration by consumers, they can influence positively consumers’ intent to buy. On 
the other hand, taking into account other users’ negative e-WOM behavior (i.e com-
plaints and bad reviews) can have a negative influence on purchase intention and 
brand value (Durukan et al., 2012; Oumayma, 2019; Wang & Yu, 2017; Zhang et al., 
2019). However, as it was already been foretold, this is not the use of the e-WOM be-
haviors variable in the context of this study and it is only referred to further under-
stand its role on the online purchase intention and decision-making process.  
All the results from the above mentioned Spearman’s correlation coefficient 
tests for the relationships among the social media behavioral variables, as well as for 
their relationships to the online purchase intention, are depicted in Table 12. 
Table 12: Results from Spearman’s correlation coefficient tests  
 
4.3 Kruskal-Wallis and Mann-Whitney U tests 
In order to find if there are any statistically significant differences among the groups of 
each of the distinguished social media usage, variables on online purchase intention, 
Kruskal-Wallis non-parametric tests are conducted. Regarding the variables “number 
of years of social media usage” and “number of hours spent on social media per day”, 
the found p-values are 0.905 and 0.154 respectively as is depicted in Table 13. Since 
these values are greater than 0.05, the Ho cannot be rejected for both cases and thus, 
there is no difference between the means of the groups of each of these independent 
variables on the online purchase intention. 
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On the other hand, for each of the other three social media usage variables, 
namely, the “number of times purchased something online, in the last year, influenced 
by social media”, the “amount of money spent on online purchases, in the last tri-
mester, influenced by social media”, and the “last time purchased something online 
influenced by social media” the found p-values are lower than 0.05 as it is depicted in 
Table 14. Consequently, the hypotheses H4b, H4c, and H4d are accepted, and thus, 
there are significant differences between the groups of these variables on the online 
purchase intention. 
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For the three social media usage variables that their alternatives hypotheses 
are accepted, post-hoc tests are conducted to examine between which groups of vari-
ables these statistically significant differences occur. Hence, regarding the “number of 
times purchased something online, in the last year, influenced by social media” varia-
ble, the only statistically significant difference observed was for the groups "never" 
and "1-5 times”. Hence, it is noticed that there are no differences between the groups 
providing the condition that participants have bought at least once. If they have never 
bought before, statistical differences are presented and in particular on those that 
have bought 1 to 5 times in the last year. In fact, in the table of the post-hoc tests, the 
test statistics’ value for the examination of the differences between the two samples is 
-31.132 (Table 15). Consequently, it is observed that those who bought 1-5 times in the 
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last year have statistically significantly greater online purchase intention compared to 
those that had never bought in the last year. This finding can be exploited by market-
ers and companies by creating target groups for those who have already bought once. 
Thus, they could reach them through remarketing practices since it is found that it is 
more likely for them to proceed to a purchase contrary to those that had never bought 
in the last year. 
Table 15: Post-hoc tests for the number of times purchased something online variable 
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Furthermore, as for the “amount of money spent on online purchases, in the 
last trimester, influenced by social media” variable, the only statistically significant dif-
ferences between its groups on the online purchase intention are found for the 0€ to 
26€-50€ and 0€ to 51€-100€ groups. In fact, in the table of the related post-hoc tests, 
the test statistics’ values for the examination of these two pairs are -46.123 and  
-38.209 respectively (Table 16). Consequently, it is observed that the participants who 
spent from 26 to 100 euro on online purchases influenced by social media in the last 
trimester have statistically significantly greater online purchase intention compared to 
those that did not spend any euro. This finding can be used for retargeting purposes as 
well. Actually, it is noticed that those who make purchases of low value, in particular 
from 26 to 100 euro, are more likely to purchase compared to those that did not spend 
any money on online purchases influenced by social media in the last trimester.
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Table 16: Post-hoc tests for the money spent online on the last three months variable 
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Additionally, concerning the “last time purchased something online influenced 
by social media” variable, the only statistically significant difference observed was for 
the groups “Never” and “Less than 1 year before”. In fact, in the table of the related 
post-hoc tests, the test statistics’ value for the examination of the differences between 
these two samples is -43.256 (Table 17). Consequently, it is observed that those who 
bought less than 1 year before have statistically significantly greater online purchase 
intention compared to those that had never bought before. Thus, this finding is added 
to the recommendations of this study to companies and marketers in order to focus 
their strategies on remarketing practices. This is because it is more likely for those who 
purchased less than a year before to repurchase contrary to those that have never 
bought before. 
Table 17: Post-hoc tests for the last time purchased something online variable 
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Moreover, regarding the demographics, as it has already been mentioned, age, 
education level, and monthly income variables are treated as ordinal while gender is 
nominal. For this reason and due to the non-normality of the distributions, Kruskal-
Wallis tests are used to examine if there are any statistically significant differences 
among the groups of each of the first three demographic variables on the online pur-
chase intention. 
On the other hand, the gender variable consists of three items namely male, 
female, and prefer not to answer. Since the “prefer not to answer” choice gathered 
only three answers, this particular group was not taken into consideration and the 
non-parametric Mann-Whitney U test is conducted. Hence, it is examined if the two 
samples (males, females) are likely to be derived from the same population. 
In each of the four tests that are conducted regarding the different levels of in-
fluence between the groups of each of the independent demographic variables on the 
online purchase intention, a p-value greater than 0.05 point is found as it is depicted in 
Table 18. Therefore, the null hypothesis (Ho5) regarding the four demographic varia-
bles cannot be rejected. Consequently, there is no difference between the means of 
the groups of each of the independent variables on the dependent one. Thus, the dis-
tribution of the online purchase intention is the same across all the groups of the de-
mographic variables. Hence, marketers and companies should focus more on the social 
media usage variables and remarketing practices than the segmentation of the market 
according to the demographics since the former seem to have more influence on the 
online purchase intention. 
  -81- 









In conclusion, the growing familiarity of users with Web 2.0 technology and 
their increasing knowledge of the digital world, may have diminished or altered the 
impact of many demographic and social media variables that have influenced their 
online shopping intent in the past. In fact, this may be the reason why the years of so-
cial media usage and the number of hours connected to social media per day were 
found not to influence the online purchase intention in the results of this study. 
  
   
  -1- 
5. Discussion 
In this chapter, the academic contribution and technical implications of this study are 
presented. In addition, the observed limitations are listed along with the necessity for 
further investigation. 
5.1 Academic contribution 
By conducting a wide literature review regarding the social media behavioral factors 
that influence the online purchase intention, the reader may find many studies examin-
ing exclusively and thoroughly, only a single influential factor on purchase intention (e.g. 
the influence of engagement on online purchase intention). Also, other studies examine 
only the interrelation between the influential variables, i.e. the impact of engagement 
on online trust, without taking into consideration their impact on buying intention. Thus, 
there are not many studies that follow a more holistic approach, evaluating the relation-
ships among the users’ online purchase intention and several social media behavioral 
variables simultaneously. Therefore, this study contributes to the current literature by 
gathering various behavioral factors in one study. In fact, it examines the impact of the 
online trust, engagement, positive and negative e-WOM behavioral factors on the online 
purchase intention on the Greek population, as well as the accordance of this study out-
comes to the results observed in the literature. 
Another contribution of this study is the examination of the social media usage 
and demographic variables' influence on the online purchase intention in Greece. Αc-
cording to the author's best knowledge, there is not much or recent data on these influ-
ential factors in the Greek population. In addition, social media usage and demographic 
variables were found to have different levels of influence across the different samples 
that the surveys had been conducted. Therefore, the present study contributes to the 
current literature by capturing a snapshot of the current use of social media and the 
demographic situation of Greek users. It also examines whether its findings are in line 
with the results that were found in the studies presented in the literature. By this, it may 
contribute to the scaling of the literature’s results in other samplings. 
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Finally, the adjusted e-WOM constructed variable from the study of Durukan et 
al., (2012) that is used in this dissertation examines the relationships of its two 
components to the online purchase intention and to the other social media behavioral 
variables. In addition, its two components, namely positive and negative e-WOM 
behaviors, are used from the approach of users that procced to this kind of actions (i.e. 
share experiences on social media, submit a review or a complaint, rate a product or 
service, etc) and not from the approach of users who read them and taking them into 
consideration regarding their buying decisions. Thus, the approach of this study is the 
least popular in the literature. Therefore, useful insights may emerge from its use that 
could eventually shed further light on the influence of e-WOM behaviors on social 
media. 
5.2 Practical implications 
From a practical point of view, the results of this study provided useful insights into the 
key factors that companies and marketers need to focus on when it comes to the pres-
ence of their brand on social media. The following is a brief overview of how they can 
take advantage of the influential social media factors that were studied in this disserta-
tion to increase the online purchase intention. 
Initially, companies and marketers should ameliorate the information seeking 
process of the users, providing unique and useful content. In fact, the ubiquity, the re-
duced anonymity, and the interactivity that social media offer, enable them to com-
municate with their customers any time of the day. Hence, they can deliver more infor-
mation for their product and services building trustful relationships with their custom-
ers. In contrast, the absence of high-quality information, as well as the high frequency of 
information transmission and the complex interfaces can have the opposite results in-
creasing the annoyance of users. On the other hand, providing useful information could 
decrease the perceived risk and anxiety of users since they become more familiar with a 
product that they had never physically experienced before. 
Also, this familiarity factor could impact the augmentation of trust, which is an 
important element of a leveraging and long-term relationship between customers and 
the firm. In addition, the exchange of information among the users of a firm’s social me-
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dia page, as well as between users and the company, can decrease the perceived risk 
while it enhances the intimacy and familiarity of users to the platform. Consequently, 
intimacy and familiarity can enhance the level of online trust that leads to higher online 
purchase intention. All these may lead consumers to become eventually loyal custom-
ers.  
Loyal customers engage more with brands and share their voice on social media. 
Therefore, the users who interact more, they share their opinion and experiences 
through e-WOM and thus, they are becoming more committed to the platform. Specifi-
cally, positive e-WOM behaviors are of great importance to companies and marketers 
since users tend to have more trust in their friends and acquaintances than in firms. 
Hence, positive brand referrals that are disseminated by users who create their own 
brand-related content should be used to indirectly convince others to purchase.  
Consequently, marketers having all this knowledge can increase factors such as 
online trust and engagement that lead to the share of positive e-WOM and higher pur-
chase intention. On the other hand, they could diminish the annoyance factors and the 
perceived risk in order to increase the information sharing and online trust and by ex-
tend to positively influence the buying decisions. Overall, dialogue and participation play 
a key role on social media, and thus companies and marketers ought to realize that and 
adjust their marketing strategies accordingly. It is also recommended that they should 
encourage the two-way communication between firms and users, as well as among us-
ers. In that way, firms should be motivated to share high-quality content and interact 
with users, i.e. using live chat or comments. Simultaneously, users should be motivated 
to become more engaged and involved in providing their feedback, comments, and in-
formation. Hence, the social media pages of the firms will be able to settle reliable and 
engaging communities where users can interact, share, and receive information, be-
come committed and loyal to the brand, and increase their online purchase intention. 
As for the demographics, it was observed that they do not have any significant 
impact on the online purchase intention. In contrast, particular groups of specific social 
media usage variables were found to influence it. In fact, it was observed that those that 
their last online purchase was made within the last year, or made one to five purchases 
in the last year, or spent 26 to 100 euro in the last three months have statistically signifi-
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cantly greater online purchase intention compared to those that had never bought be-
fore in the last year or spent no money on online purchases influenced by social media 
in the last three months. Therefore, marketers could target these users via remarketing 
since they indicate a higher probability of buying. Hence, by knowing the demographic 
and usage frequency background of the users, companies and marketers can better 
segment the market for their targeting strategies and profitability purposes.  
In a nutshell, this study expands the current understanding of social media’s in-
fluential factors on online purchase intention in both theoretical and practical contexts. 
Specifically, on the one hand, it provides more insights into the literature regarding 
these factors and their relationships to online purchase intention. On the other hand, it 
suggests practical implications to companies and marketers to increase users’ online 
trust, engagement, and positive e-WOM, which will eventually lead to online purchase 
intention and actual purchases. 
5.3 Limitations 
Even though this study successfully clarifies the main factors on social media that influ-
ence the intention to make online purchases, several limitations restrict it and could be 
considered in future research.  
In detail, the sample is relatively small due to time restrictions regarding the col-
lection of the data. In addition, since the majority of the questionnaires were distributed 
to the emails of students and alumni provided by the email groups of International Hel-
lenic University, a large segment of the sample holds a master’s degree and several 
years of experience on social media. Although all age, education, and monthly income 
groups have been represented in the sample population, it would be interesting to re-
examine the identified relationships since the current sample may be considered as not 
sufficiently representative. 
Furthermore, another limitation of this study could be considered the use of a 
newly constructed variable for the calculation of the engagement variable. As it has al-
ready been stated, interactivity is measured as part of the engagement in this study. 
Therefore, two sufficiently reliable and previously used questionnaires were combined 
in order to measure the engagement variable in its wider scope. In detail, the first ques-
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tionnaire measured exclusively the interactivity, i.e. comments and likes, while the in-
corporation of a question item regarding “shares” into future research was recom-
mended by its authors. The second questionnaire examined the engagement variable in 
a wide spectrum without a single mention of interactivity. Consequently, the newly con-
structed variable uses an adjusted version of the first questionnaire with the annexation 
of the “share” question item, as it was suggested, and it is integrated under the umbrel-
la of the wider engagement series of questions of the second study. Even though the 
newly constructed variable originated from reliable and acceptable question items and 
has a high Cronbach’s alpha value itself, further studies should use it for an in-depth 
view of its reliability. 
Moreover, in the literature, the e-WOM behaviors variable was used to examine 
its relationship to online purchase intention based on the approach of users who read 
and take into consideration these behaviors before buying online. In contrast, in the 
context of this study, it is used from the approach of users who conduct e-WOM behav-
iors such as talk about buying experiences on social media, make reviews, comments, 
etc. Albeit the interesting insights revealed by using this approach, the found relation-
ships and correlations should further be examined and re-evaluated in different samples 
since this particular use of e-WOM behaviors variable is not so widely applicable in the 
literature. 
Finally, despite all the previously mentioned limitations, this study offers a suffi-
cient and substantial starting point for further academic research on the relationships 
and influence of social media behavior, social media usage, and demographic variables 
to the online purchase intention. 
5.4 Directions for further research 
Although there is extensive literature on the topic of exploring the influence of social 
media behavioral factors, social media usage, and demographic variables on the online 
purchase intention worldwide, this topic, based on the author's best knowledge, is rela-
tively unexplored in the Greek market and thus leaves space for further research. 
In detail, due to the small sample size and the limitations for an appropriate and 
concise length of the questionnaire, the studied behavioral factors were reduced from 
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ten to three. Thus, only the relationships of the online trust, engagement, positive and 
negative e-WOM behaviors variables to the online purchase intention were examined 
for the reasons that have been thoroughly stated in the previous sections. Therefore, 
future studies could either re-evaluate the results of the current study or focus on the 
other unexamined factors to observe their influence on the buying intention in Greece. 
Furthermore, in terms of the demographic and social media usage variables, the 
results of this study were in agreement with some international studies and differed 
from others. The different cultural backgrounds, the intimacy of users with web tech-
nologies, and the oldness of the conducted studies could have radically influenced these 
results. Thus, due to the limited literature on the Greek population and the controversial 
results in global studies, further research needs to be done regarding these variables. 
Further research should also be focused on using different sample populations to 
reveal potential biases that may be caused by the limited dataset composition, which 
was retrieved from a not sufficiently representative sample, as stated in the limitations 
section. Therefore, this could be used as an opportunity for comparisons among con-
texts with different social media usage and demographics characteristics on the online 
purchase intention. 
Additionally, the fields of s-commerce and social media networks are wide and 
present many variations across the different platforms, categories of products/services, 
or business pages. This study retains a broader approach examining the factors that in-
fluence the online purchase intention on social media in general and not on a specific 
platform (e.g. Facebook, Instagram, etc), sector (e.g the shoe industry), product (e.g. the 
product category of woman boots) or a particular social media business account (e.g a 
social media page of a brand about sneakers). Hence, the factors that influence the in-
tention of users to buy online could be reviewed by future researchers using either this 
general or a more focused approach, in order to enrich the body of knowledge in this 
area of study. Thus, the agreement of this studies’ results on the Greek population to 
the international ones could be further examined providing useful observations and 
scaling the literature’s results.  
Moreover, further research could also be conducted on the two subcategories of 
the e-WOM behaviors variable and the approach that was used in the current study. In 
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fact, there are many studies on positive e-WOM behaviors. In contrast, negative e-WOM 
behaviors and their influence on the online purchase intention and social media 
behavioral factors have not been deeply investigated, especially in the Greek market. 
Specifically, the approach of users producing these behaviors (e.g. commenting and 
rating on a social media page) and not consuming them (e.g. reading the reviews and 
experiences of other users to consider their buying decisions) is not thoroughly covered 
in the international literature. Hence, future studies could investigate the relationship of 
e-WOM behaviors to the online purchase intention, in the Greek or the international 
context, taking into consideration both components of the e-WOM variable and/or 
using the approach followed in this study. 
In any case, this study is suitable for extended methodological refinement and 
improvement of validity in order for researchers, companies, and marketers to further 
and deeper understand the factors that influence the purchase intention on social me-
dia.
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Conclusions 
It has been observed that social media bring businesses closer to their customers. In ad-
dition, a better understanding of customers’ characteristics and social media behaviors 
through the online decision-making processes can help companies and marketers to 
better design and target their marketing strategies. 
The results of this study show that all the examined behavioral variables have a 
positive relationship to the online purchase intention and also, they are similar to the 
findings from the studies examined in the literature. Therefore, marketers and firms by 
retaining high trust and engagement levels in their communities and by encouraging the 
e-WOM behaviors can proportionally increase the online purchase intention.  
Furthermore, this study shows that there are no statistically significant differ-
ences between the means of the demographic variables on the online purchase inten-
tion. Thus, in the examined population of tech-savvy Greek participants over 18 years 
old,  gender, age, monthly income, and education level were observed not to influence 
their intention to shop online. 
On the other hand, according to the distinguished social media usage variables 
examined in this study, statistically significant greater online purchase intention was ob-
served in three particular groups of variables. Namely, the participants that their last 
online purchase was made within the last year, those that purchased at least one to five 
times in the last year, and those that spent 26 to 100 euro in the last three months. For 
the members of these groups, the intention to buy online was found to be higher than 
those who had never bought before in the last year or spent no money on online pur-
chases in the last three months, always under the condition that they have been influ-
enced by social media. In contrast, the number of years they have been using social me-
dia and the number of hours they sign in them do not influence their online purchase 
intention. Consequently, the findings of this study provide marketers and companies 
useful insights into the profile of Greek consumers on social media. Thus, both the re-
search questions of this study are answered.  
 
   
  -2- 
In a nutshell, the influence of social media behaviors across the decision-making 
stages and the need for them to be understood and monetized is becoming of high im-
portance. As a result, this study underlines the need for trust to be established in the s-
commerce communities, as well as for companies and marketers to take actions that 
will enhance engagement and e-WOM behaviors. These will eventually lead to an in-
crease in the online purchase intention. Also, it is recommended to create their seg-
ments and targeting strategies based on particular social media usage behaviors and not 
on demographics, which were found not to have any significant influence on the online 
purchase intention. In particular, it is suggested to focus through remarketing practices 
on consumers that shopped recently since it was found that these users are more likely 
to present an online purchase intention compared to those that had never bought be-
fore. 
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